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CHICAGO'S TATHAM-LAIRD: Tv yields 60 per cent of their gross (see page 46) 
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Spend Jefferson Nickels 
on a Jefferson Standard Station... 
Create Jeffersonian Results 
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KT VO 


“The Nation’s Most Powerful Rural TY Station” 






“A MILLION WITH A BILLION TO SPEND” 


(Including Fringe Area) 





“Monopolyville, U. S. A.” 


“THAT AREA OF UNDUPLICATED COVERAGE.- 
UNSERVED BY THE GRADE B OR BETTER SIGNAL 
OF ANY OTHER TELEVISION STATION.” 


Now - - COMPARE KTVO’S “MONOPOLY MARKET” 
With the Nation’s Ranking Metropolitan Markets* 














CITY POPULATION TV STATIONS** 
1 NEW YORK 13,630,800 9 
CHICAGO 5,885,100 8 
3 LOS ANGELES 5,254,300 9 
78 DULUTH-SUPERIOR 267,900 
79 CHATTANOOGA 262,900 
80 READING 262,400 
| T | 257,495 
Fr VO ey MONOPOLYVILLE CAPTIVE AUDIENCE rE 
81 SPOKANE 254,700 
82 HUNTINGTON-ASHLAND 254,000 2 
Otbers 
83 DAVENPORT-ROCK ISLAND-MOLINE 253,600 
89 DES MOINES (AMES) 240,400 3 


159 CEDAR RAPIDS 111,100 
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Business Offices: 
OTTUMWA, IOWA 
James J. Conroy, President 
Write, wire or phone MUrray 2-4535 Collect for 
additional information or just to visit about -- 


“THE NATION’S MOST POWERFUL RURAL TY STATION” 
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VICTOR A. SHOLIS, Director 
NEIL CLINE, Station Mgr. 


Represented Nationally by Harrington, 
Righter & Parsons, 


Associated with The Courier-Journal 
& The Louisville Times 
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Bast Performance, is umpottowd ... 


*We ought to know .. . when the 
time is right, we “stand on it." 





But in Louisville... 


WHAS-TV Programming pays off! 


“HAYLOFT HOEDOWN" 
8:00—8:30 P. M. 

Friday 

(Market's biggest live telecast.) 


Your Sales Message Deserves 


The Impact of Programming of Character 


BASIC CBS-TV Network 











Letter from the Publisher 


Commissioner Lee 


Robert E. Lee, youngest of the FCC commissioners (42), is prob- 
ably the most unique member ever to have graced that august 
tribunal. 

First of all when he was appointed in October 1953, he had the 
audacity to admit that he knew very little about the broadcasting 
business. 

But he quickly acquired important background information by 
conferring with broadcasters not only in Washington but on the 
scene of their operations. He also went directly to advertisers and 
their agencies and gleaned from them on a first hand basis some 
of the practical problems with respect to the placement of tv time. 

Since advertising is the lifeblood of this business, Bob Lee has 
recognized regardless of how practical a pattern is from an engineer- 
ing standpoint, it cannot be effective if the advertisers will not buy 
time on a television station. With a directionalized curiosity, he has 
ventured into areas that are basic to the business. 

Armed with information, he has come up with a plan and with the 
concrete suggestions that the military swap some of the uhf sched- 
ules for vhf frequencies. 

Maybe Bob Lee’s plan won’t work, but the significant thing is 
that he has come up with some concrete proposals and has recom- 
mended a thorough study on the basis of which immediate action 
would be taken. 

Bob Lee is a man to watch. He has approached the knotty prob- 
lems of the industry with an open mind and with a realistic desire to 
act on these problems. 


Mid-Western Step-Up 

Our cover story on the tremendous progress of the Tatham-Laird 
Agency is reflective of the stepped-up tv activity out of Chicago and 
the middle west. 

Thomas H. Coulter, chief executive officer of the Chicago Associa- 
tion of Commerce & Industry, has come up with some interesting 
figures on the billings of Chicago agencies: In 1948 Chicago had 
355 advertising agencies with a payroll of $32 million. This year 
there are 644 agencies with an estimated payroll of $60 million. 

Gross agency receipts in 1948 amounted to $65 million, compared 
with $97.5 million in 1954. 

The expansion in billings, of course, has been due in great part 
to tv where Chicago’s No. 1 agency, Leo Burnett, now has 60 per 
cent of its total billings. 


This resurgence along Michigan Avenue is a healthy weather vane 


Gy ft 


for the entire advertising business. 








AMERICA’S 


10" TV 
MARKET 


sees 


aeons 


316,000 
WATTS 


WGAL-TV 


LANCASTER, PENNA. 
NBC and CBS 


The WGAL-TV multi-city mar- 
ket area is comprised of 
912,950 TV sets owned by 
3% million people who have 
$5% billion to spend each 
year — America’s 10th TV 
Market. 


STEINMAN STATION 
Clair McCollough, Pres. 


MEEKER TV, INC. 
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s Angele San Francisco 
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give your TV commercials 


a “COMPETITIVE EDCE” 


Detevision audiences today are “conditioned” to many of the brilliant motion 
picture techniques now also used in TV productions—and they like it! Take 


away smooth switching—fades, lap dissolves, and transitions they are used to 
watching—and commercials look flat, dull, and jerky. Add these effects and the 
same presentations take on sparkle and dimension. In short, your commercials 


have a “competitive edge”! 


Are your presentations 
out of date? 


Are your commercials limited to “direct 
switching” from scene to scene—or simple 
fades to black—because an elementary 
video switcher is used? If so, the sponsor 
is not getting the full benefit of all the pro- 
gramming ingenuity that could be at 
his disposal. 


BS@e 








commercials “‘live’’ 


Modern video switching with special effects 
is your answer. With it, program directors 
can produce a variety of attention-getting 
effects in an instant; horizontal and vertical 
wipes, horizontal and vertical splits, con- 
trollable inserts, wedges, and other optical 
effects. You push the button for whatever 
you want—and insert the effect wherever 
you want it. Up goes audience interest. 
And up goes sponsor satisfaction. 


Which Switcher 
for you? 


RCA has a video-switching system to meet 
the specific requirement of each and 
every station. 


For example, RCA’s TS-5A is ideal for 
small studio operations—provides fades, 
lap dissolves, super-positions—handles 5 
signal inputs. 


Type TS-11A is designed for maximum 
utilization of facilities—for any size opera- 
tion. It provides all facilities—includes a 


In Canada: RCA V 


RADIO CORPORATION 
AMERICA 


: EI se : a > 7: : 2 7 IDEN, NJ. 





TS-lN1A VIDEO SWITCHER 


program transfer switch for previewing 
fades, lap dissolves, and special effects. 
Studio programs can be rehearsed while 
network or film is “on-air.” 


Type TS-20 is a relay switching system for 
the larger installations. It is the ultimate in 
flexibility for modern programming. You 
can begin with as few as 6 inputs and 2 
outputs and build up to a maximum of 
12 inputs and 6 outputs. 


Special effects equipment 


Twelve attention-getting effects at your 
finger-tips . . . You push the button for the 
effect you want. You swing the “control 
stick” and put the selected effect wherever 
you want it. Simple, inexpensive—requires 
no complicated equipment or extra cameras. 
Any one of the above switchers coupled 
with this special effects equipment can give 
you the extra sales “‘edge” you want. 


For expert help in planning the right video 
switching and special effects system, call 
your RCA Broadcast Sales Representative. 
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so you’re interested in 


STATIO 
PROMOTION! 
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Being the dominant station in the Wheeling-Steubenville Market by every accepted 


method of audience measurement, we could sit back on our laurels, but, because 


we believe a good TV program will do a better job for the advertiser if properly promoted, we 


give our advertisers every possible assistance, 


resulting in this remarkable record: 





2. MARCH, 1954 
Runner-Up promotion prize “The 
Bob Hope Show”: Young & Rubicam 
for General Foods. 














1. OCTOBER, 1953 
WTRE-=TYV came on the air. 











3. APRIL, 1954 
First Prize in Nation for promotion 
of “The Big Story”: Sullivan, 
Stauffer, Colwell & Bayles for Pall 
Mall Cigarettes. 








4. OCTOBER, 1954 
Second Prize in Nation for pro- 
motion of “Lux Video Theatre” 
Lever Brothers for their products 








5. NOVEMBER, 1954 
Runner-Up merchandise prize for 
Bulova spot campaign: Biow 
Strictly a merchandising award 








6. DECEMBER, 1954 
First Prize in Nation for “Football 
Forecasts”: B.B.D.0. for DuPont 
Zerone and Zerex. Promotion and 
Merchandising award 








7. MAY, 1955 
First Prize in Nation for “Lux 
Video Theatre”: Lever Brothers for 
their products. Promotion and 
merchandising award. 








cha el 





First Prize in Nation for “The Bob 


Hope é 
tion”: Bureau of Industrial Service 
for General Foods. 


8. JULY, 1955 
Most Beautiful Bride Promo- 








In every case there were more than 75 stations competing for these awards. 


And WTRF-TV has conducted some other eee local 
projects: “Annie Oakley Shooting Match,” “Clarabell the 
Clown Promotion,” “Spring Fashion Parade,” “The 
Fairmont Story,” “Wheeling Old-Fashioned Bargain Days 
Event,” “Better Homes Shows,” “Wild Bill Hickok 

Shooting Match,” etc. 

When planning any TV program, consider WTRF-TV's 
dominance; its aggressive promotion and merchandising 
know-how; its 316,000 watts—truly the BIG station in a 
rapidly growing Billion Dollar Market. For availabilities, 

call Hollingbery or Bob Ferguson, VP and 

General Manager, Wheeling 1177. 
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Whatever ladies want, ladies get on 

WEEKDAY. It's NBC’s dramatic revitalization 

of Monday-through-Friday daytime radio 
programming. And it will be a new sales 
medium of the greatest importance to advertisers. 


WEEKDAY’s fascinating flow of entertainment, 
service and news features will be timed 
specifically to the daily living patterns of the 
modern homemaker, and tailored to her 
tastes and interests. 

Hour by hour, day by day, WEEKDAY’s regular 
hosts and hostesses will introduce 

prominent service and information editors, 
news commentators and performers. 
Entertainment will range over the whole 
gamut of music, comedy and drama. A stock 
company of versatile actors will perform 
every type of play, and WEEKpAY will have 

its own group of top popular singers. 
Nationally known experts will cover, 

from the woman’s point of view, subjects 
like Child Care, Money Management, 


PREMIERE, NOVEMBER 7th 


99 


Health and Medicine, Fashions and . 
Beauty, Personal Relations, companion 
Show Business, Geriatrics, and Public 


, : n 
Affairs. “Easy to listen to, easy to work to” and 
will be the keynote of WEEKDAY programming. counselor 
Women will get to know the time-of-day of 

, to 
WEEKDAY features, and each feature will have 
a daily change of approach and treatment. America’s 
Just as MONITOR gave week-end radio a new women 


significance for advertisers, so WEEKDAY will 
now add significant new values to Monday- 
through-Friday daytime radio. Availabilities 
consist of one-minute and 30-second announce- 
ments and 6-second billboards; and special 
savings are possible Now through WEEKDAY’s 
Introductory Dividend Plan. 


Only 15 participations on WEEKDAY will 
deliver 71% more homes than the same 
number of commercials can deliver with 
conventional daytime programming. 
Make us prove it! Call your NBC Radio 
Representative for full details. 


exciting things are happening on 


gc radio network -uniew @ 


October 1955, Television Age 


13 








WHO’s Farm Director, 


HERB PLAMBECK 


gets behind the 


IRON CURTAIN! 


OU’VE been hearing about the twelve American 

farm experts who are now touring Russia, while 
twelve Russian farmers study American agriculture 
in Iowa. 


We of WHO are tremendously proud that our own 
Herb Plambeck was chosen as the only radio farm 
news man to accompany the American delegation 
to Russia. He’s taking pictures and making on-the- 
spot recordings. You will be able to hear these on 
WHO. His material will be available to NBC, ABC, 
CBS, MBS, Clear Channel Broadcasting Service and 
the U. S. Department of Agriculture. 


You can imagine the pressure that must have been 
used by every sort of medium, for representation 
on this trip. Why was Herb selected? Because, in 
addition to being the favorite farm commentator in 
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America’s most productive farm area, he was recom- 
mended by the U. S. Department of Argiculture and 
by the nation’s three largest farm organizations — 
The American Farm Bureau Federation, the National 
Grange and the National Farmers’ Union (also by 
the National Association of Radio and TV Farm 
Directors, and other groups). 


Herb’s Russian tour is a tremendous “plus” for 
WHO listeners and advertisers. It’s the sort of “plus” 
you always expect— AND GET— from Iowa’s most 
important station. 


WHO-TY 


Channel 13 - Des Moines 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 





Affiliate 


FREE & PETERS, INC., National Representatives 
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Publisher’s Letter 
Report to the readers 


Tele-scope 
What's ahead behind the scenes 


Television Age 


ART PAYS ITS WAY 


Omnibus proves commercials 
benefit from fine programming 


DRY CLEANERS AND LAUNDRIES 


The twin industries are turning 
to television for their promotion 


THE MARVELOUS PRODIGY 
For Chicago’s Tatham-Laird, 


the marvel is a medium—tv 


COVERAGE MAPS 


Give us clear, concise charts, 
says one timebuyer to stations 


FILM IS THEIR BUSINESS 
Reel by reel, MCA-TV offers 


a total of 27 program series 


MULTIPLE-SET HOMES 


A Pulse reading of New York 
shows its heart belongs to tv 


A FULL SCOOP OF TELEVISION 
Cabell’s in Dallas plunged 


right into programming 
THE BIG PLUS 


The real bonus with television, 


says Lehn & Fink, is merchandising 


Cover: Anthony Saris 


DEPARTMENTS 


87 Washington Memo 
FTC’s advertising survey 


93 Wall Street Report 
The financial picture 


27 Business Barometer 103 Spot Report 


Measuring the trends 


64 
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Film Sales 11 
The month’s contracts 


Digest of national activity 


5 Newsfront lll Set Count 
The way it happened 


Market-by-market figures 


_ 


New Stations 


The openers’ openings 


Readers Ask 119 In the Picture 
Questions on color animation 


Portraits of people in the news 


Network Schedule 122 In Camera 
The October line-up 


The lighter side 
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E ThePowerful 
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E Merchandisi sing 
Program 


‘4 E177 es Stores in 
b® Southern New England's 
richest market are 
cs Cooperating to get 
E your product HOME Home! 
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PROVIDENCE .- RHODE ISLAND 


‘Represented by WEED TELEVISION 
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25,000 fan letters 
hailed its TV sneak preview... 


now The Great Gildersleeve Comedy Series 


is ready to sell for YOU! 


“The Great Gildersleeve,” top-rated comedy favorite on radio for 

13 years, is ready to open broad new sales opportunities for television 
advertisers. He’s the same lovable, laughable Gildy—chortle and all— 
but with the tremendous added impact of television’s visual values. 


“The Great Gildersleeve” just can’t miss as a syndicated TV film 
series. It’s pre-tested! 


With no advance warning, “The Great Gildersleeve” was sneak- 
previewed in a half-hour period on the NBC Television Network. 
Viewers were asked to send in their reactions. No incentives were 
offered. From this single exposure more than 25,000 enthusiastic 
letters, many signed by every member of the family, clamored for 
Gildy as a regular TV attraction. They looked forward to weekly 
visits with Gildy, nephew Leroy, niece Marjorie, housekeeper Birdie, 
druggist Peavey, barber Floyd, Mayor Terwilliger, and all the 

other popular favorites of “The Great Gildersleeve.” 


“The Great Gildersleeve” is a TV comedy series with extra-special 
values for advertisers: 


@ a big-time, established, well-loved personality 


@ a wholesome approach that appeals to the whole family and will 
serve to cement community relations for the sponsor 


powerful backing by NBC Film Division’s all-out 
merchandising 


@ a pre-tested capacity for attracting and holding audience 


Act fast to make sure Gildersleeve cuts his comic capers in 
your behalf...first! Write, wire or phone now! 


NBC FILM DIVISION 


serving all sponsors 
serving all stations 


30 Rockefeller Plaza, New York 20, N. Y. 
Merchandise Mart, Chicago, III. 

Sunset & Vine, Hollywood, Calif. 

In Canada: RCA Victor, 225 Mutual St., 
Toronto; 1551 Bishop St., Montreal. 
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on our S&S 
another 


KMTV Chief Engineer, Ray Schroeder, with KMTV's new 
RCA color television camera. 


The new color facilities of KMTV represent a 
tremendous achievement. Out of the 461 television 
stations now on the air in the United States, 
KMTYV becomes the 15th to televise local studio 
programs in color . . . and the 42nd station in the 
nation to telecast local films, slides and movies 
in full color. 


TELEVISION CENTER KK hmnayrVy ae a . 


CHANNEL 3 


MAY BROADCASTING CO. . 
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anniversary... 


KMTV, Omaha, starts its 7th year 
with the announcement that it is now 
equipped to televise local studio shows 
and film programs in full color. 

With the installation of special color 
TV equipment, KMTV now becomes 
the first TV station in its section of the 
Middle West to telecast live programs 
right from its own studios in full color. 
KMTYV has been televising color 
network programs in full color since 
December of 1953, and will carry 

a greatly expanded schedule 


of color programs this fall. 


So whether you want your product advertised in 
full color — or in black-and-white — KMTV is 
equipped to give you the finest facilities and serv- 
ices in Omaha — one of the nation’s fastest grow- 
ing markets. It’s another colorful first for KMTV 
and KMTV advertisers—and another reason why 
— in Omaha, the place to be — is Channel 3. 
















Edward Petry & Co., Inc. 
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444 Madison Avenue, New York 22 


Potts Profile 
I wish to express my personal appre- 
ciation, as well as that of the company, 
for the splendid way in which you 
handled the article (“Everything’s Up 
to Date”) in the August issue of TELE- 

VISION AGE. 

R. J. Ports 
R. J. Potts-Calkins & Holden 
Kansas City 


Bank Signs for Fourth Year 

Thanks . . . for the fine report on 
how banks and savings institutions are 
using television. (“Banks and savings 
institutions,” TELEVISION AGE, Septem- 
ber. ) 

By coincidence, the day your maga- 
zine arrived, the First National Bank 
of Arizona contracted for their fourth 
consecutive year of sponsorship of 
KPHO-Tv’s Arizona Television News- 
reel. Couldn’t ask for a more pleasant 
postscript. 

Ricwarp B. Raw is 
KPHO Phoenix 


Fine Reading 
I find a wealth of fine reading in 
TELEVISION AGE. 
W. E. McCLenaHAn 
KCRG-TV Cedar Rapids 


Appreciated 
The coverage you have given to bank 
use of television (“Banks and savings 
institutions,” TELEVISION AGE, Septem- 
ber) is appreciated. 
Rupovpu R. FicHTe. 
The American Bankers Association 


Helpful 
We certainly find your publication 
helpful. 
James A. STEWART 
James A. Stewart Co. 
Carnegie, Pa. 


Spot Report Newsletter Comment 
You are to be commended for in- 
augurating a very valuable and helpful 


supplement to your regular monthly 

Spot Report. The mid-monthly news- 

letter will prove to be an even more 

valuable source of information on spot 
activity. 

Georce GRUENWALD 

Weiss & Geller, Inc. 

Chicago 


... we consider the new mid-monthly 
Spot Report one of the greatest services 
a magazine ever offered its subscribers. 
We are going to stick very close to 
ee 

WaLiace DuNLAP 
WTAO-TV Cambridge 


Your Spot Report plus news of con- 
tenplated buys-of shows makes TELE- 
VISION AGE a “must” for film sales set- 
ups! I like your concise reports. 

E. Jonny GRAFF 
National Telefilm Associates, Inc. 


I think this is an excellent business 
getter for most tv stations, because you 
tie up the account with a specific time- 
buyer. 

Louis J. NELSON 
Geoffrey Wade Advertising 
Chicago 


It’s a great idea and should prove 
very valuable to stations. 

Puiip G. Lasky 

KPIX San Francisco 


. . . the TELEVISION AGE Spot Report 

. .. appears to be quite complete and | 

am sure will prove to be a very useful 
service. 

Witsur M. Havens 

WTVR Richmond 


Your new TELEVISION AGE Spot Re- 
port is terrific. So is the magazine. 
Keep up the good work. 

G. BENNETT Larson 
KTVT Salt Lake City 


I would like to comment on your 
new Spot Report. I think it’s a great 
idea and invaluable to a company like 
ours. I am also certain that it will be 
appreciated by many of your other 
subscribers. 

Ricnarp H. ULLMAN 
Richard H. Ullman, Inc. 
Buffalo 


We feel this is a terrific sales tool, 
(Continued on page 33) 
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Time Buyer 


PETER M. 


Foote, Cone 
& Belding 



















“A station’s popu- 
larity position in its 
market is important 
to the success of a 
sales campaign. 
WNHC-TV has been 
my steady choice 
year after year be- 
cause of its position 
in the telecasting 
business in Southern 
New England. WNHC- 
TV is an outstanding 
station from the stand- 
point of sales, pro- 
gramming and man- 
agement.” 
















Compare these facts! 


15 County Service Area f 








Population 3,564,150 

Households 1,043,795 

TV Homes 948,702 
Channel 8 


SERVING HARTFORD*& NEW HAVEN AREAS 
represented by the katz agency, inc. 
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Produced for quality by 
Edward Small, master 
showman, of Monte Cristo 


movies’ fame. 


PATE 


“Timeless and boundless 
in its appeal” 


Vitela-Migtel lactis 


¥ 
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_ For higher sales through quality programs 








GEORGE DOLENZ 


FAITH DOMERGUE 


Television Programs of America, Inc. 
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@ Nighttime Sock in the Daytime wee Mg 


...On WWI-TU, of course! . 
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WITH 
JOHN CONNOLLY 


12:30 to 1:30 P.M. 
e Monday through Friday 





Chalk up another powerful sales-maker for Michigan’s 


First Television Station! 


“Hour of Shows” presents two outstanding productions 
back to back . . . features Dane Clark, Melvyn Douglas, 


Ann Rutherford, Cesar Romero, Marjorie Reynolds 





and other headliners. To add still more glamor, the 
‘Hour of Shows” host is matinee idol John Connolly 
who has sung his way into the hearts of hundreds of 


thousands of Detroit-area women. 


Here's the quality, the appeal, the salesmaking sock of 


nighttime programming at daytime rates. Here’s where 





your Detroit participation budget belongs. For availa- | 





bilities on ‘‘Hour of Shows,” phone, wire or write your 
nearest Free & Peters office or WWJ-TV direct. 


In Detroit .. . You Sell More on ma W WJTV 


NBC Television Network 
DETROIT 





FIRST IN MICHIGAN ® Owned ond Operated by THE DETROIT NEWS Associate AM-FM Station WWJ 


® National Representatives: FREE & PETERS 
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General Foods Promotion 

General Foods for Post Toasties and Post Sugar Crisp is 
placing spots during the latter part of October in a special 
promotion featuring Blackstone the magician. The spot- 
carrying areas are those not covered by the two Post net- 
work shows on NBC, Roy Rogers and Fury. Benton & 


Bowles, Inc., N. Y. is the agency. 


Saturation Experiment 

The Dow Corning Corp. has just completed a novel test 
saturation experiment. Over WNEM-TV Bay City, Dow Corn- 
ing sponsored the half-hour film series, Crusade in Europe, 
on a Monday-through-Friday schedule for five weeks. If the 
company finds its experiment successful it may result in 
Dow Corning—and others—going in for similar intensive 
campaigns. 


Spot for Gerity 

James Gerity Jr., owner of WNEM-TV Bay City, is also 
head of Gerity-Michigan Corp., manufacturers of chrome- 
plating products, giftware and bathroom accessories. Mr. 
Gerity’s G-M operation is coming out with the Gerity dish- 
washer and as fast as distribution is set up, tv spot cam- 
paigns—probably co-op—will be started. Plans are now 
underway for spot coverage on the west coast, with Elwood 
J. Robinson Co., L. A. as the agency handling. For the rest 
of the country the agency is MacManus, John & Adams, 
Bloomfield Hills. 


British Automation 

Our British tv-cousins will be ahead of us in one aspect: 
automation. At the Granada operation in Manchester, which 
is expected to get underway around the first of °56, the 
studios will be equipped with remotely controlled and fully 
automatic lighting systems, grids, microphones and hoist- 
ing devices. The man behind the overall concept of the 
studio is Sol Cornberg, director of studio and plant plan- 
ning at NBC, who is acting as consultant for Granada. 


Hot Spot 

One of the hottest spot seats in town was taken over by 
Jan Gilbert when she became the timebuyer at Product 
Services, Inc. (See Spot Report) The agency’s newest 
client, Charles Antell, Inc., has appropriated $2 million for 
a network and spot campaign to introduce its new liquid 
makeup Super Lanolin. The half-hour film show Hollywood 
Backstage, which recently ran on the ABC-TV network, is 
being placed in both its original form and in a 15-minute 
condensation for 13 weeks on 200 stations throughout the 
country. 


Syndication Interest 

Both Brown and Williamson Tobacco Corp. and Simoniz 
Co. are reported to be showing interest in making a syndi- 
cated film buy. One of the major film distributors is now in 
the process of making a pitch to the two companies. 


Zenith Spot Possibility 


If Zenith Radio Corp. does any advertising in tv in the 
near future it will be spot. Still undetermined is whether the 
Chicago or New York offic of the Zenith agency, BBDO, 
will handle. 


Giants are Coming 

CBS Television is now filming two of three 90-minute 
programs (untitled, as yet) for preempted time this season, 
possibly in the Omnibus period. Actually documentaries in 
the tv field, a specialty of the network, the films are called, 
not spectaculars, but “giants.” 


National Biscuit Renews 


National Biscuit Co. has renewed for an early October 
beginning its sponsorship of the half-hour film series Sky 
King, produced by McGowan Productions. The series pro- 
motes Nabisco Cookies and is placed in 25 markets, most of 
which carried the film last spring. (see February Spot Re- 
port) McCann-Erickson, Inc., N. Y. is the agency. 


Spots for Cascade 


Look for Procter & Gamble to stir up some spot activity 
soon for its new sudsless detergent called Cascade. Compton 


Advertising, Inc., N. Y. is the agency. 


Greyhound Television 


“Nothing final on Greyhound spot television plans re 
O. Henry film series,” H. A. Hohman, president of the bus 
company’s agency, Beaumont & Hohman, Chicago, advises 
TELEVISION AGE. Reportedly, the matter is at a standstill be- 
cause MCA-TV, distributor of the Gross-Krasne produced 
series, hasn’t been able to find an alternate sponsor on an 
over-50-market spot basis. The situation may be resolved, 
however, by a typical O. Henry twist: the show slotted on a 
network. This eventuality is foreshadowed by the fact that 
the dealings are being handled at MCA-TV, not by film 


syndication but national sales executives. 


Famous Film Participations 


Three national advertisers have signed up for ABC-TV’s 
Famous Film Festival (7:30-9 p.m., Sunday) starting Sept. 
25. Philip Morris & Co., through their agency, Biow-Beirn- 
Toigo Inc., have signed for one participation for their 
cigarettes. Toni Co., of Chicago, a division of Gillette, will 
have two participations for their Bobbi Pin Curl Perman- 
ent and White Rain Lotion Shampoo. Agency is Tatham- 
Laird, Chicago. The Hoover Co., of North Canton, Ohio, 
will promote their vacuum cleaners. Agency is Leo Burnett, 


Chicago. 
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Free « Peters, INc. 


Pioneer Station Representatives Since 1932 


NEW YORK CHICAGO DETROIT 
250 Park Avenue 230 N. Michigan Ave. Penobscot Bldg. } 
PLaza 1-2700 ‘Franklin 2-6373 Woodward 1-4255 


ATLANTA FT. WORTH HOLLYWOOD SAN FRANCISCO 
Glenn Bldg. 406 W. Seventh St. 6331 Hollywood Blvd. Russ Building 
,Murray 8-5667 Fortune 3349 Hollywood 9-2151 Sutter 1-3798 
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WITH more than 15,000,000 of them spending an average of 3 hours a day 
with the stations he represents, you'll find your F&P Colonel well versed in the ways of 


women — and ready to talk about them at the drop of his hat. 





Furthermore, he has a number of plans up his sleeve designed to keep your 
product before the ladies who buy soaps and soups and such for America’s biggest families 
—— . . - and do it at low rates and low, low cost-per-thousand . . . daytime. 
| 

| For documentation and specific schedules, your F&P Colonel wants to drop his 

: pe y' p 


hat in your office. 
} 


| Representing VHF Television Stations: 








~ Za EAST — SOUTHEAST VHF CHANNEL = PRIMARY 
sé WBZ-TV Boston ae NBC 
WGR-TV Buffalo 2 NBC 
Pe WW4J-TV Detroit 4 NBC 
WPIX New York 11 IND 
| WPTZ Philadelphia 3 NBC 
nia KDKA-TV Pittsburgh 2 NBC 
WCSC-TV Charleston, S.C. 5 CBS 
| WIS-TV Columbia, S. C. 10 NBC 
' WDBJ-TV Roanoke 7 CBS 
ie WTvJ Miami 4 CBS 
| MIDWEST — SOUTHWEST 
WHO-TV Des Moines 13 NBC 
= Wwoc-TV Davenport 6 NBC 
—™ WDSM-TV Duluth-Superior 6 NBC 
WDAY-TV Fargo 6 NBC 
WCCO-TV Minneapolis-St. Paul 4 CBS 
KMBC-TV Kansas City 9 ABC 
WBAP-TV Fort Worth-Dallas 5 ABC-NBC 
KFDM-TV Beaumont 6 CBS 
KENS-TV San Antonio 5 CBS 
WEST 
KBOI-TV Boise 2 CBS 
KBTV Denver 9 ABC 
KGMB-TV Honolulu 9 CBS 
KMAU—KHBC-TV Hawaii 
KRON-TV San Francisco a NBC 
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We're Iniu n-eered 
or RESULTS / 







\ oy) 
During 1954, more than 60% of \ ‘1 ’ 
all WHIO-TV mail came from ‘ 
outside the Metropolitan Dayton 
area ... 13% from outside the 
secondary viewing area. During 
the first 6 months of 1955 the 
story was virtually the same, with \ 
10% of the mail coming from AN ) 
Allen county (Lima) more than Me 
70 air miles from the 1104 foot 
tower that delivers maximum 
coverage for this AREA station, 
with 3,476,600 people and an in- 
come of $5!/2 billion dollars of 
spendable income. Pulse gives us 
12 of the first 15 shows for July. 

ARB gives us 8 of the first 11 for g 
the same month. To smoke out 8 

real results in this great area, 
see our blanket-waver-in-chief, 
Paleface George P. Hollingbery. 8 











Channel 7 DAYTON, OHIO 


ONE OF AMERICA'S GREAT AREA STATIONS 




















Business barometer 


July 1955 was an unusually bright month for television, not because of pronounced 
business increases over the previous month, but because of its strength 
as compared with July 1954. 





Last year there were sharp declines in every category of television billings. 
This year, while there were drops in both local and network business, 
they were very slight. Spot showed an increase for the month. 





The TELEVISION AGE Business Barometer, now in its 22nd month, indicates that local 
billings in July were off .1 per cent over June; national spot was up 
l per cent, and network was down .7 per cent. 





LOCAL SPOT NETWORK 


comparing July billings with June: —0.1 +1.0 —0.7 


June July Aug. Sept. Oct. Nov. Dec. Jan. 1955 Feb. Mar. April May June July 








Copyright 1955, TELEVISION AGE 


Last year the local business decline in July over June was —7.2 per cent. With 
a drop this year of only -—.1l per cent, the difference is noticeable. 





National spot, with its increase in July over June of 1 per cent this year, 
compares with the drop of —9.3 per cent last year. While the entire 
industry has been aware of the increase in spot buying this year, the 
fact that business in this division is 10 per cent above that in 1954 
is conclusive proof of a real boom. 





Network billings, off —3.6 per cent in July last year, are down only —.07 per 
cent in 1955—another plus for 1955 television. 





Altogether, the summer drop in business, which in early years was severe, seems 
to be only a moderate downtrend in 1955. A look at the chart illustrates 
this change. 
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__Business barometer conini<: 





In 1954 local business began the summer downtrend in June with —4 per cent, con- 
tinued in July, with -—7.2 per cent, and in August with -2.2 per cent— 


a total percentage decline for the three months of -—13.4 per cent. 
This year for the two months so far reported, the cumulative decline for 
local is only -6.5 per cent. 


In national spot the drop last year began in June with -—5.2 per cent, continued 
in July with -9.3 per cent and in August with -—3.4 per cent. The total 
drop amounted to -17.9 over the three-month period. This year, for the 
first two months the drop is only -—5.9 per cent. 





Network began dropping in June last year with -6.1, continued in July with -—3.6 
and began to rise in August with 2.2 per cent. The drop for June and 
July in 1954 was -6.4 and -0.7, a total of only -—7.1 for the two months, 
as compared to —9.9 last year for the same period. 





Comparing July 1955 figures with those for July 1954 shows an overall increase of 
52.1 per cent for local billings, a gain of 39.3 per cent for national 
spot and a plus for network of 32.6. 





These are gains for the entire television industry and cannot be applied to any 
particular station. 


LOCAL SPOT NETWORK 
increase from July 1954 to July 1955: ( +39.3 (me) 


In the same period total sets have increased from 31,136,000 in July 1954 to 
35,648,103 in the same month this year. Stations on the air in July 
1954 totaled 376 and this year the total for the month was 422. 








Breaking down the Business Barometer report for July shows that the smallest 
stations, those with annual billings of $750,000 or less, were considerably 
over the national average in all three categories of business. These 
stations, many of which are the newer outlets which are still exploring 
their markets for additional billings, usually show better-than-average 
billings in all categories. 





Stations with annual billings between $750,000 and $1.5 million were considerably 
under the national average in local billings. In national spot they 
were close to the national norm while in network they were under the 
overall figures. 





Larger stations, with annual billings between $1.5 million and $2.5 million, were 
under the average in local business but above the average in both 
national spot and network billings. 





The largest stations, those with annual billings above $2.5 million, were 
considerably over the norm in local business, above average in national 
spot and about even with the national figures in network. 





This is the 22nd month for the exclusive TELEVISION AGE Business Barometer. As 
the backlog of television experience figures grows, the reliability 
of the report increases. 





Cooperating stations furnish their figures directly to Dun & Bradstreet on forms 
sent by TELEVISION AGE. The Wall Street firm compiles from the reports 
percentages which are made available to the magazine. Analysis of these 
percentages is by the editors of TELEVISION AGE and their consultants. 
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etter Homes and Gar dens and Successful Farming magazines 


SYRACUSE 


Represented by KATZ AGENCY IN 
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of awcceds « - 


millions in the theatre, 
dio and Now --- 


by 





mpeniticgnt Costume-Action... 





oT aa tay Vs 
FILMS, INC. 


OFFICIAL FILMS, INC. Dept. TA 


Gentlemen: | am i ted in further details of your latest 
television series, Suhe Adventures of Woo tonstet Pimpernel.” 





© Please have your representative call on me 


tere)" |=») Am) et 2). 


Passes Another 
Milestone .. 


600 REMOTES 
IN FIVE YEARS OF 
TELECASTING! 


Only a few stations in the U.S.A. 
could equal WSM-TV's record of 
remote telecasts. 


Why? 
Probably because they're expensive 
.. because each one involves its own 
peculiarly tricky technical problems . . . 
because it’s a rare remote that adds 


any black ink to the profit column at the 
end of the year. 


Yet many important, colorful, enter- 
taining events take place outside of TV 
s! 


That's why a tabulation of remotes is 
often the key to a station's vigor, vision, 

aggressiveness, and public service — i 
portant factors in building the audience 
loyalty that boosts sales for your 

products. . 

Incidentally, WSM-TV’s 600 includes 
1952 political campaign speeches by 
major candidates...the inaugural 
ceremonies of Tennessee’s governor... 
Grand Ole Opry shows fed to the net- 
work... NCAA basketball games from 
Bowling Green, Kentucky (65 air miles 
from Nashville) . . . steeplechases, stock 
— scar races, baseball games, and other 
events in locales where many miles and 
mountains separated pick-up point from 
tower—requiring supplements to WSM- 
TV's two-truck, two-camera mobile unit, 


plus the construction of special relay 
facilities. 

WSM-TV was Nashville's first (and 
is still Nashville‘s only) TV station 


equipped for remote telecasting. . " sy N N E L 


CLEARLY NASHVILLE'S #1 TV STATION 


| Ca 
ae , ~ § 


; 
* 


Sd ied 
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Letters (Continued from page 19) 


especially for smaller market stations 
removed from the national buying cen- 
ters. 
Tuomas C. Bostic 
KIMA-TV Yakima 


| think your mid-monthly newsletter 
on spot activity is an excellent idea. 

Tuomas A, WELSTEAD 

WCKY Cincinnati 


Note: These are only a few of the many 
communications received on the new mid- 
monthly Spot Report Newsletter which goes 
to all subscribers to TELEVISION AGE. 


Informative 
. congratulations on the rapid 
growth of TELEVISION AGE. I find every 
issue extremely informative. 
WILuLiaM Ray 
WMAQ, WNBQ Chicago 


Half Hour Off 

One correction in your automobile 
“Full Speed Ahead” in the 
September issue of TELEVISION AGE. 
Jackie Gleason’s The Honeymooners, 


story 


is on CBS-TV Saturdays from 8:30 to 
9 p.m. instead of from 8 to 8:30 as 
you said in the article. 
MARJORIE SCANLON 
Kudner, N. Y. C. 
Spot Coverage Praised 
Congratulations on the great job 
you are doing in behalf of spot tv! 
RaLpH ALLRUD 
Blair-Tv 
Vew York City 


Praise from Missouri 
. TELEVISION AGE is one of the 
most popular and widely read maga- 

zines we receive. 

E. P. THomas 
President 
Ad-pros 
Springfield, Mo. 


Useful 
We feel that this yearbook (TELE- 
VISION AGE 1956 Yearbook) 
most useful to us. 
Wittiam M. BauMAN 
T. V. Spots Ine. 
Los Angeles 


will be 


Tv’s contribution 
BY HOWARD L. GRIDER 
H. Grider Adv., Cleveland 


We, as a small advertising agency, have no media row to hoe, but we have 
a frank interest in the continued prosperity of this country. Maybe the head- 
line on the cover of the September 2nd issue of U. S. News, “What is Tv Do- 
ing to America?” will shock the tv industry out of its lethargy. 

This headline and the ensuing feature article covered the pros and cons of 
the influence of television on the American people. Yet, in fifteen pages they 
mentioned not at all television’s pre-eminent contribution to our higher stand- 


ard of living. 


Since the beginning of mass production, American business has been able 
to make any quantity of anything but sales ! 

Through television, business has, for the first time, a mass media in two 
dimensions, a media responsible for the mass-distribution discount retailers, 
because it brings the show rooms into the home and PRE-SELLS the con- 


sumer. 











Yes, 1 buy covers 3 markets, when you 
focus that one buy on WJAC-TV, 
Johnstown! Get complete coverage of 
the Johnstown area—and “‘snap-up”’ 
Pittsburgh and Altoona, too! Latest 
Hoopers show WJAC-TV: 


FIRST in Johnstown 


(a 2-station market) 


SECOND in Pittsburgh 


(a 3-station market) 


FIRST in Altoona 


(a 2-station market) 
Stay on the bright side of the TV 





The constant economic factors and other advertising media are important plea See Yee TORE covens S , . . 


too. But the desire to buy the big ticket items we must mass produce and 
sell in order to keep our economy growing is primarily motivated by tele- 
vision selling. 

This is fact; elementary research will prove it. How else can our expanding 
peace time prosperity be explained? The politicians haven’t changed, the 
economic planners haven’t changed, and people have the same basic emotions. 

This vital economic function of tv should be presented to the public with 
the substantiating proof. It should be spelled out NOW before any decisions 
are made on toll tv or any other changes in the present operation. 

It’s time the headlines start reading, “What Tv is Doing FOR America,” 
not TO America. 


JOHNSTOWN - CHANNEL G 





Ask your KATZ man for full details! 








seen S 





October 1955, Television Age 











KMJ-TV 
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om than ever -- the STR 
station in the | 
San Joaquin Valley Ay 


& 


Added NBC shows give KMJ-TV program- 
ming more audience pull than ever — make 
this station a better-than-ever-buy. 


KMJ-TV is this area’s FIRST tv station in 
POWER 447,000 watts 


RECEPTION Viewer survey shows KMJ-TV 
reception is rated most satisfac- 
tory and snow free in the Fresno 
area 


COLOR KMJ-TV was the first local sta- 
tion equipped to transmit net- 


7 work color shows and has pre- 
<—s sented them on a regularly 


scheduled basis. 


Paul H. Raymer, National Representative 
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PACKAGED FOR TV. With its bright 
color combination — plus its strong 
image—the new Philip Morris package 
will certainly transmit better over tele- 
vision than our former packaging. 

So says O. Parker McComas, Philip 
Morris Inc. president, in reference to 
the Sept. 20 change in Philip Morris 
wrappers to red, white and gold. The 
head executive implied further that it 
isn’t only tv that matters, but also tele- 
vision in color which, he noted, “is 
looming as more and more of an im- 
portant factor in our lives. . . 





0. PARKER MCCOMAS 
Sees color important factor 


And it is no secret that industrial 
designer Egmont Arens, the man who 
created the new pack, is an outspoken 
advocate of tv. Back in 1953, when 
Philip Morris was beginning to con- 
sider the change, Mr. Arens said, 
“Television has had a tremendous in- 
fluence already. It is responsible for 
current demands that package design 
be even better.” Interestingly, he made 
the remark in a TELEVISION AGE story 
on packaging for tv; the same issue 
was submitted to leading cigarette 
company executives so they could read 
an article on tobacco companies’ tv 
advertising (TELEVISION AGE, 
1953). 

There were other factors besides tv, 
of course. They include psychological 


Aug., 


association—and motivations—of the 
new P.M. colors, consumer color pref- 
erences, the “tobacco brown” wrapper 
of the former package and the height- 
ened visibility and legibility of the 
new design. The tobacco company 
considered “thousands” of suggested 
styles and actually printed up “more 
than 50” which were tested with the 
public, before Mr. McComas and his 
associates made the final research- 


founded choice. 


MORE COLOR. With the advent of 
the fall season, the color wheel began 
to spin fast again. Interestingly, the 
developments were not restricted only 
to network activity: 

e KMTV Omaha announced that it 
is fully equipped for color — network, 
slides or film and local live origina- 
It is, the station figures, the 
15th outlet able to make that state- 
ment. 

e One of the 15, wrmj-tv Milwau- 
kee, warned its sponsors that station 


tions. 


breaks in — or adjacent to — its color 
shows (a daily two-hour minimum) 
must also convert to chroma by July 1. 
Those who don’t, manager Walter J. 
Damm warns, may lose their time 
slots. 

Same outlet’s chief engineer, Philip 
B. Laeser, has developed a new belop, 


“Colorbal,” which allows direct color- 





WALTER J. DAMM 
Urges color commercials 









mw Mawsfront 





casts from original art work, sidesteps 
the need for making color transparen- 
cies. 

e woop-Tvy Grand Rapids had 
approximately 700 football and tv fans 
from clients and agencies in to see 
the first, nationally telecast football 
game in eolor. Georgia Tech beat 
the University of Miami, but color 
scored all the way around. 

e wrca-TV New York’s sales man- 
ager, Jay Heitin, reported spot adja- 
cencies to NBC color shows are, im- 


portantly, on the upgrade. Among 





W. R. G. BAKER 


Suggests color demonstration 


signers for the color spots are Castro 
Convertible beds, B. T. Babbitt 
cleansers, Ford Dealers, Benrus 
Watches, L&M cigarettes, Oldsmobile 
and RCA. 

e Radio-Electronics-Television 
Manufacturers’ Assn. intends to hold 
a large-scale demonstration of color 
tv early in March. Point of the two- 
week showing, which may be held at 
the United Nations in New York, is 
to display American developments to 
some 100 representatives of foreign 
countries. The idea was suggested by 
General Electric vice president Dr. 
W. R. G. Baker, who also directs the 
RETMA engineering dept. 

e In announcing that all Red Skel- 
ton Shows will be multichrome, CBS 

(Continued on page 39) 
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AamMiral 
Admiration Coffee 

Alcoa 

Amatie Motor Oj! 
American Chicle Co. 
American Dairy Assn. 
American Home Products 
American Liberty O Co. 
American Petroleum Institute 
American Snuff Co. 
Anahist Co. 

Art instruction, Inc. 
Bardahi Co. 

Bendix 

Bianton Co 

Bive Plate foods 

Berden Co. 

Bristol - Myers 

Brown Shoe Co. 
Bryicreem 

Buick 

Bulova Watch Co. 
Butternut Bread 

Cameis 

Cameron Lumber Co. 
Carnation Milk 

Carter Products 

C8S - Columbia 


CBR Rotor 


Chevrolet 


£8 il a 
Or. Pepper 


Ferd Mater Co. 


Frigidaire 
Fritos 
General Electric 


General Foods 


General Mills 





iHette 20 Sty Rezrar 
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Lanoiinm Pius 


tee Optical Co. 

















ror C9, ‘Louisiane State Rice 


Revion Yootsie Roll 





Remington ~- Rand 


Turs 

Reynolds Metal ni 

yi 28S us. R : 

Richerd HMudnut 
.8. § 

Renson 

o Wie Bb Fs 

Schick 

Wax Pans Council 


Schiitz Brewing Co. 





Sears, Roebuck 









Sheafier Pen Co. 





Whit cai Co 
Singer Sewing Machine Co. 

Wi 
Smith-Kliine & French 








neve Nes Oe el eat he 


... THE POWERHOUSE 
OF THE SOUTHWEST... 





ite Pen Co. 


falc 


Delivering A and B Coverage in Texas, Arkansas, 


Louisiana and Oklahoma 










Phormeaceuticals, ine. 
CH 
Philce Corp. TEXARKA S-ARKANSAS 
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KCMC - TV 
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Puffin Biscuits REPRESENTED BY 


Venard, Rintoul and McConnell, Inc. 








Piymouth 





Frocter & Gamble 


Raisten Purina 
: Clyde Melville Co., Dallas « James S. Ayers Co., Atlanta 


Walter M. Windsor, General Manager 





Top Salesman 


IN SOUTHERN MICHIGAN 


INSIDE DETROIT OR OUT, 
IT’S THE SAME STORY. 
WJBK-TV TOPS 'EM ALL IN 
AUDIENCE AND SALES PUNCH 


WIBK-TV 


CHANNEL 2D DETROIT 


First Choice of Viewers 
in the 1,590,400 TV-Home Market of 
Detroit and Southern Michigan 


HERE’S MORE EVIDENCE TO SHOW 
THAT CHANNEL 2 IS THE PLACE FOR YOU! 


Metropolitan Detroit, August, 1955-American Research Bureau 


Number of daytime quarter hour periods 
in Detroit ARB survey with ratings of 9.0 and above............... 


Of these 70 periods with ratings of 9.0 and 
more, WJBK-TV carries. 


Number of daytime pocelies rated 9.0 and above on 
all other Detroit-Windsor stations combined 


Telepulse, August, 1955 
Of Top 10 Nighttime shows 8 are on WJBK-TV 


Of top 17 Nighttime shows 12 are on WJBK-TV 
Three-way tie for No. 15 in top 15 


Just like the outside area figures in Ann Arbor and Flint showed 
WJBK-TV the No. 1 viewer choice, the above in-Detroit figures go 
right along. WJBK-TV's top CBS and local programming, 1,057-foot 
tower and 100,000 watt maximum power on Channel 2 offer a big 
‘plus’ in sales in the entire “Detroit Television Market"’ that includes 
big-spending Southern Michigan as well as Detroit. We'd like to put 
our selling power to work for you! 





Represented Nationally by 
THE KATZ AGENCY 


National Sales Director, TOM HARKER, 
118 E. 57th, New York 22, MURRAY HILL 8-8630 














Newsfront (Cont'd from 35) 


Television indicated it has a total of 
73 major color programs scheduled 
this season, as compared to 19 last 
year. Major recent one was Ford Star 
Theatre Sept. 24, slated as Judy Gar- 
land’s tv debut, for which some Man- 
hattanites were giving color tv cock- 
tail parties. 


e NBC-TV leased Billy Rose’s huge 
legitimate house, the Ziegfeld Theatre, 
for exclusive television use. Expected 
employment next year: point of origin 
for color shows, probably with audi- 
ence. 


e RCA demonstrated for the first 
time to a mass audience (some 1,000 
surgeons in Philadelphia’s Conven- 
3-Vidicon live, 
color camera. Plugging the system’s 
compatibility with commercial _ ty, 
RCA noted the 3-V camera is also 


less expensive and more compact than 


tion Hall) its new 


those used for regular telecasts. RCA 
expects to go into production of the 
industrial color system next year, has 
already signed to install it for medical 
use in Washington military hospitals. 


e Underlining that there would be 
“no announcement of a tube ready for 
the market,” General Electric’s J. M. 
Lang, general manager of the tube 
department, invited tv set manufac- 
turers to Schenectady for a “progress 
report” on his company’s technical de- 
velopment of color tubes and asso- 
ciated components. Tentative date for 


the discussions and demonstrations 


was Sept. 27. 





WORTHINGTON MINER 
Cites tv’s achievements 





RICHARD SHAFTO 


Code is voluntary 


e President of the Canadian Bell 
System, Thomas W. Eadie, revealed 
the world’s longest microwave relay, 
stretching 4,000 miles from Halifax 
to Vancouver, will be finished in 1958. 
It will not only provide coast-to-coast 
network tv in Canada, but will be 
capable of doing so in color. 

e Gimbels department store in New 
York, said Louis Tannenbaum, adver- 
tising and promotion director, realized 
a “gratifying” increase in traffic and 
sales. The cause: color tv, used as 
a merchandising and promotional 
medium inside the store, only. The 
system: Du Mont’s Vitascan. Sample 
results: Irregular Fieldcrest towels, 
offered at 99 cents instead of the $2.29 
charged for “perfect” items, were 
shown within the store on a single 
three-minute color showing. In_ less 
than an hour, 252 towels had been 


sold. 


TV STATURE INCREASES. That 
television is no longer only an enter- 
tainment medium and is maturing as 
an adult means for public communica- 
tion was evident last month in three 
important areas. Tv was a focal point 
for arguments on freedom of the press, 
a Senate report on juvenile delinquency 
and the granting of the renowned Pu- 
litzer Prize. 

The question of the Pulitzer Prize 
for television was raised by Worthing- 
ton Miner, NBC-TV’s distinguished 
producer, who addressed himself di- 
rectly to the award-granting committee. 
“Nothing could more effectively op- 
pose the pressures exerted on television 


today,” he wrote, “than a recognition 
by the . . . committee of the best that 
television has to offer.” For examples, 
he cited the reportorial achievements 
of tv newscasters like Eric Sevareid, 
Howard K. Smith and Edward Murrow, 
the creative writing of Rod Sterling, 
Paddy Chayefsky and Reginald Rose. 

Mr. Miner's petition also had signi- 
ficance for his own industry, however. 
He warned of “strong forces” which 
threaten to substitute “conformity” for 
“creativity,” predicted that victory of 
those forces would emasculate tele- 
vision as, he feels, they have motion 
pictures. 

“Television is young—scarcely eight 
years old—yet in that time it has en- 
couraged more original, more creative 
and more courageous thought than pic- 


tures have in half a century.” 


SENATE REPORT. Meanwhile, after 
several weeks of “printing delays,” the 
Senate subcommittee on juvenile de- 
linquency issued its report on five-day 
hearings it held last spring. Tv may 
prove a crippling force upon America’s 
youth, the committee suggested, be- 
cause of “the cumulative effect upon a 
child from watching many crime pro- 
grams over one station, then over an- 
other and still another station 
This “cumulative effect” is the greatest 
source of danger, the report said, add- 
ing that the individual station’s self- 
regulation has failed to check the 
danger. 

The subcommittee, which is headed 
by Sen. Estes Kefauver (D.-Tenn.), 
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#t started with snow tires... 


Like many retailers, the 23-outlet chain of General Department Stores in West 
Virginia had looked upon television as a costly advertising medium. Predominantly, 
they'd used small weekly newspapers and small local radio stations. Then, early 
this year, an interesting thing happened. People besieged General’s stores, asking 
for a brand of snow tires demonstrated over (of all things) television. “Hmmm,” 
hmmed General’s merchandise manager, “we could try TV.” So they did. 


$296 ventured — $32,766.60 gained! 


That's what happened! General selected a likely-looking bedroom suite, invested 
$296, and scheduled a single one-minute announcement on four consecutive days 
over WSAZ-TV. Well, sir, within 10 days they sold 147 bedroom suites at 
$159.95 each — plus 100 mattresses at $59.95 — plus 21 box springs (same price) 
— plus about $2,000 worth of bedding items . . all directly traceable to 
General’s timorous toe dipped into the TV swim. Total sales: $32,766.60. 
“Wow!” said General. “Happens all the time,” said WSAZ-TV. So. . 


$410.30 more brings another $28,381.65! 


This time the offer was a nationally-advertised wringer-type washing machine, 
priced at $169.95. Investment of $410.30 bought six one-minute commercials on 
WSAZ-TV — and the boys at General were outspokenly skeptical. But sure 
enough, within 10 days, 167 washing machines moved out of the stores and another 
$28,381.65 — credited to WSAZ-TV — had clanged up on the cash registers. 
(More, incidentally, than all wringer-type washers sold during all of 1954!) 


$410.30 again — $22,305.15 sales in 10 days! 


The next month this same surprised advertiser put another $410.30 to work on 
WSAZ-TV, promoting a 10-piece modern living room group. What happened? 
People (synonymous down here, 3 out of 4, with WSAZ-TV viewers) came in 

for 97 of these $229.95 sets, spending another $22,305.15. That did it! You 
can’t keep General Department Stores off WSAZ-TV these days. Every month, 

a new promotion. Every month, new sales records for each item promoted! 


say ..do you like to make money, too? 


There’s nothing mysterious about how this $83,453.40 was garnered from an 
$1,116.60 investment. WSAZ-TV is the one medium that covers the whole purse- 
loaded market in our industrial heart of America — an area five states wide and four 

billion dollars deep in buying power. WSAZ-TV families want what you're selling. 

They have the inclination and the money to buy it. BUT you have to reach them to 
set off sales. Plenty of local and national advertisers know what the Channel 3 magic 
»f WSAZ-TV can accomplish. With their successes to point the way, people will think 
you hate money if you don’t get in touch with the nearest Katz office this very day! 


Huntington- 
Charieston,. 
West Virginia 


CHANNEL 8 | 





affiliated with ABC 





also affiltaied 

wtth Radto 
Stations WSAZ, 
Huntington & 
WGRKYV, Charleston 
Lawrence H. Rogers, 
Vice Prestdent and 
General Manager, 
WSAZ, Inc. 
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Art 
pays its 
way 


Omnibus proves that commercials benefit from fine programming 


Fe: Foundation’s three-year-old _ television 
prodigy, Omnibus, will begin a new season 
of keeping viewers guessing as to what’s coming 
next, Sunday, Oct. 9 (5-6:30 p.m.) on the CBS 
Television network. 

Three years ago, when Omnibus made its debut, 
wise Madison Avenue veterans shook their heads 
over the Foundation’s costly experiment in “ele- 
vating” the masses. Most regarded it as a “noble” 
and possibly even “worthwhile” effort, but one 
that would never pay its own way. It just wasn’t 
commercially salable, they believed. 

The intervening three years have proved that 
even Madison Avenue can be wrong about tele- 
vision programs and advertisers. Last year Omni- 


bus sold 103 of its 104 possible commercial 
segments, a record of salability which few other 


daytime network programs can approach. 
True to the past pattern, for the next 26 weeks 


the millions of devoted followers of Omnibus will 
never be sure whether they are about to see and 
hear a bit of unexcelled’ dramatic portrayal, an 
explanation of scientific principle or a Beethoven 
symphony. 

But, as one viewer expressed it in writing to 
host Alastair Cooke at the conclusion of the 1954- 
55 series, “Perhaps one of the show’s greatest 
charms has been its versatility, its consistent vari- 
ety, its potpourri of goodies not to be found 
elsewhere.” 

Last year Omnibus reached its biggest audience 
—an estimated average of 14 million persons. 
This year, following its history of growing attrac- 
tion to more and more families, an even larger 
number of viewers*is anticipated. More name 
stars will be used. New experiments will be tried, 
and many of the successful patterns of the past 
three seasons will again make an appearance. 
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Two of last year’s “subscribers” will 
tgain be identified with the program. 
Scott Paper Co., an Omnibus sponsor 
since the program made its debut, and 
Aluminum Limited of Canada, which 
became a sponsor last season, will both 
be back this year. The other two spon- 
sors (the 90-minute program allows 
only four) have not been announced as 
this article is written. 


A product of the Tv-Radio Work- 
shop of the Ford Foundation, the pro- 
gram began as a brave television ven- 
ture in bringing to the public in an 
entertaining form the finest achieve- 
ments of the arts and sciences. While 
eventual success was expected by its 
producers, the immediate nature of 
public response was something of a 
surprise. 

From the first there was a vast vol- 
ume of critical acclaim. That approval 
has continued until today Omnibus has 
accumulated 3] major national awards, 
something of a record in itself. 

The high level of the programming, 
arranged by executive producer Robert 
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Saudek and his production staff, has 
attracted an audience of better than 
middle class incomes, of more than 
average education. A survey conducted 
by Neilsen between November 1953 
and February 1954 gave the percentage 
of executive, professional and white 
collar workers in Omnibus homes as 
44.1, as compared with the average of 
32.9 per cent in all television homes. 
During the same period it was found 
that 41 per cent of the viewers in 
Omnibus homes enjoyed more than 
four years’ education beyond grade 
school, as compared with the 31 per 
cent average in all television homes. 


Unusual Advantages 


The unique advantages of such an 
audience and such a program have 
proved attractive to advertisers. Many 
of the problems usually faced by a 
sponsor or his agency in buying a 
national television program are auto- 
matically eliminated. The very aims of 
the Ford Foundation in establishing 
the Tv-Radio Workshop insure quality 


Peggy Wood (above) reads a special Valentine’s poem, 
and the mail man delivers Norcross cards 


» iN 


programming. No advertiser need fear 
that his product will be cheapened or 
injured by program content or presen- 
tation. 

On the contrary, sponsors seem to 
enjoy a prestige of association even 
greater than that created by the aver- 
age quality television program. The 
program has proved to be ideal for 
cementing high-level corporate _rela- 
tionship with the public. 

Realizing that the type of commer- 
cial accepted by Omnibus is an impor- 
tant and integral part of the program, 
CBS Television and the Workshop have 
been extremely careful in selecting the 
firms to be approached as possible sub- 
scribers. Once selected, the advertiser 
is offered an unusually attractive pack- 
age when compared to normal tv net- 
work standards. 

In addition to the able production 
team to which Tv-Radio Workshop has 
entrusted the enterprise, each 90-min- 
ute segment is backed by a $79,000 
talent-and-production budget, insuring 
quality programming without any ef- 




















fort on the part of either the advertiser 
or his agency. 

In 1955-56, 73 CBS stations will 
carry the program live, a number which 
the network estimates will cover 94 per 
cent of all U. S. television homes. On 
a 26-week basis the sponsor can buy 
this package, both time and talent, for 
$1.1 million, or about $43,000 a week. 

In return each sponsor is entitled to 
one two-minute commercial each week. 
Six times in the series, on a rotating 
basis, each advertiser gets an additional 
minute of time which he may take as 
a three-minute institutional commercial 
or a two-minute selling commercial plus 
a one-minute commercial at the end of 
the program. 

Scott Paper Co., which has been with 
Omnibus from the beginning, spends 
about $6 million annually on televi- 
sion, sponsoring a nighttime comedy 
drama and co-sponsoring two daytime 
personality shows in addition. They 
feel that Omnibus supplies a special 
prestige element and is a prime sales 
vehicle as well. 

“We are getting a definite commer- 


Scott Paper’s Your Cornered Grocer 
both shows and tells his story 








cial response from Omnibus,” a Scott 
executive comments. “We consider the 
program unique in its ability to com- 
bine sales effectiveness with exceptional 
prestige. The Omnibus audience seems 
to be exceedingly aware of the spon- 
sors and strongly loyal to them.” 
Suiting their commercials to this 
idea, Scott used Omnibus to introduce 
their new facial tissue, Scotties, to the 
public in 1952-53. The 
caught hold quickly and the new Scot- 
ties were in national demand before 


campaign 


the end of the season. 


Introducing Scotkins 


In 1953-54 Scott Paper introduced 
their paper napkin, Scotkins, on the 
program. Since national distribution 
was being worked out at the same time, 
the product and the commercials were 
tied together. Stations in the distribu- 
tion area inserted Scotkin commercials 
while elsewhere, where Scotkins were 
not yet in supply, commercials were 
fed direct from the network. 

There were five subscribers to Omni- 
bus that first year. Before the program 
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went on the air Willys Motors, Inc. 
was signed. The firm was then at the 
peak of its activity and success under 
the direction of Ward Cannaday, chair- 
man of the board, president and prin- 
cipal stockholder. 

Canaday was looking for an adver- 
tising vehicle which would give Willys 
a quality audience to which to appeal. 
Omnibus seemed to be exactly right 
for these purposes. During the year 
car sales increased more than 75 per 
cent, and prices of common stock 
doubled in value. At the peak of this 
success Canaday sold his stock in the 
company to Kaiser Motors Corp. The 
next year the program was discontin- 
ued due to a change in the company’s 
overall policy and objectives. 

Remington Rand, Inc., Electric Shaver 
Division, approached the program cau- 
tiously the first season. They agreed to 
try Omnibus for a four-week period. 
Pleased with the trial, the contract was 
extended to cover the entire season. 

Omnibus proved effective for Rem- 
ington with shaver sales during at least 


(Continued on page 75) 


A complete aluminum house stands as its own testimony 


DUE 








44 October 1955, Television Age 





Dry cleaners and 
laundries 












































he giant — and intensely competi- 

tive— laundry and dry cleaning 
industries grossed a combined $2.6 
billion in 1954, in spite of the tremen- 
dous problems which they have been 
fighting in recent years. 

Laundries have been hurt by the 
boom in home-laundry equipment sales 
since the war. Dry cleaners, while 
not affected so seriously by the auto- 
matic washer-dryer sales, have not 
grown in proportion to the national 
economy. 


In fact, while the growth of spend- 
ing for national goods and services 
from 1948 to 1953 was 27.7 per cent, 
the increase in dry cleaning business 
over the same period was only 19.4 
per cent. That for laundries was even 
less—12.7 per cent. 


Forward thinkers of the twin indus- 
tries are not only aware of the prob- 
lem; they believe they have found an 
answer. The best means of invigorating 
lagging receipts, these leaders feel, is 
by the use of the youngest and most 
vigorous of all the media — television. 








Laundries and dry cleaners as a 
whole have not been as promotion- 
minded as many industries. Trade as- 
sociation sources estimate that they 
spend on an average only about 2.5 
per cent of sales on promotion. In 
1954 that was about $62 million. 

While this is a respectable sum, only 
a small proportion of it has gone into 


in a series 
of product group 
success stories 


tv. Many of the smaller cleaners and 
launderers have felt that television is 
too big and too expensive for them to 
use. Others, from force of habit and 
tradition, have stuck to their custom- 
ary older media, afraid to take the 
plunge in the face of static business. 

While almost every television station 
has basic accounts with bakers, banks 
and grocery stores, only a relatively 
small number have regular cleaner or 
laundry advertisers. 




















There are, however, notable excep- 
tions in all parts of the country. A 
Minneapolis-St. Louis dry cleaning and 
laundry concern has literally doubled 
its business in four years with tele- 
vision. A Louisville, Ky., company has 
used tv for three years and found that 
it brings in new business. A Zanes- 
ville, Ohio, firm is “extremely well 
pleased” with the results it is getting 
from the medium. And a Baton Rouge 
cleaner told the National Institute of 
Dry Cleaning at its 1955 convention, 
“We believe television to be the most 
powerful advertising medium, that the 
cost is not prohibitive to cleaners in 
some areas and the results can justify 
the costs in most cases.” 

These are only a typical few of the 
dry cleaners and launderers who have 
tried tv. But their experiences have 
had much to do with a mounting wave 
of enthusiasm for the media through- 
out the two industries. 

Best current example of this enthu- 
siasm, which has led to cooperative 
television effort for the industry as a 
whole, is being tried in the mid- 
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Twin industries are turning 


Atlantic states. Starting June 1 the 
12-month campaign is promoting pro- 
fessional laundry service with 30 one- 
minute spot announcements a week on 
wrca-Tv New York and wcau-Tv Phila- 
delphia. 

The $250,000 plan is financed by 
150 cooperating laundries in five mid- 
Atlantic states, which have organized 
as The Professional Laundry Founda- 
tion. The campaign itself was con- 
ceived by the Philadelphia agency, 
Feigenbaum & Wermen. It uses a tv 
personality, Betty Best, as the embodi- 
ment of the best in homemaking — 
wholesomeness, interest and ability to 
run a neat, attractive and efficient 
home. She provides ideas to her listen- 
ers to achieve this goal and at the same 
time encourages housewives to use the 
only real “automatic laundry,” the pro- 
fessional laundry. 

There are two Betty Bests—one for 
New York and one for Philadelphia. 
Each is charming and talented and an 
expert home economist as well. Each 
appears live on from ten to twenty one- 
minute spots per week on wRCA-TV New 


to television as answer to 


their promotion problems 


York and on wcau Philadelphia. 

The spots are carefully placed on 
daytime shows of interest to women. 
The stations have cooperated to the 
fullest in merchandising the Betty Best 
tv personalities. Betty Best in each city 
has participated many times in other 
station programs besides the spots for 
which the association is paying. In each 
she promotes the laundry association. 
In addition Betty Best appears on an 
average of six times a week before 
women’s clubs, at fashion shows, as a 
judge of various contests. So popular 
have these appearances become that 
the agency has had to limit them to 
groups where 100 or more women will 


be gathered. 
Visits the Laundries 


Betty Best also visits the laundries 
she represents. She meets with route 
salesmen, pointing out that the route 
man is in reality the dealer and that 
her promotion for laundries is promo- 
ting his business. Route men have re- 
ceived this help enthusiastically — in 
fact one threatened strike in Westches- 


ter county was called off when laundry 
workers realized the support the laun- 
dry management them 
through cooperation in the Betty Best 


was giving 
program. 

Department store and manufacturer 
tie-ins are promoted to the utmost. Big 
stores like Gimbels, Macy’s and Straw- 
bridge & Clothier use Betty Best as a 
judge for fashion shows, as a television 
model for new merchandise and in 
countless other ways. In return they 
promote the tv personality in their 
newspaper, window and display adver- 
tising. 

Members of the association tie in 
with the Betty Best campaign by use of 
literally countless bundle inserts, dis- 
play cards, truck signs, Betty Best but- 
tons, pencils and other promotion 
material. Newspaper layouts, radio an- 
nouncements, news stories and other 
tie-in material are available. Betty Best 
stickers are being used by some laun- 
dries on all packages. 

Although the campaign on tv did not 
start until June 1 and the summer is 

(Continued on page 81) 
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The marvelous 
prodigy 
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A’ the end of its first year, 1946, 
the Tatham-Laird agency, Chi- 
cago, realized a net income after taxes 
of $875. To reach even that level, both 
Arthur E. Tatham, chairman, and J. 
Kenneth Laird Jr., president, had 
arbitrarily cut their salaries to half 
their former agency incomes. 

But there was a significant factor: 
That year, when Tatham and Laird 
were just starting their own agency, 
a new advertising medium, commer- 
cial television, was also just coming 
into being. The new agency had no 
vested interest or long ‘tradition in 
other media and, as a result, was able 
to look at television with an open and 
curious mind. Its product tests brought 
just one conclusion: Television worked. 
So Tatham-Laird dived in. 

At the end of last year, T-L billings 
ran to more than $14 million and, of 
the 59 per cent that originated in 
broadcast activity, some $8.2 million 
was television’s. This year, the agency 
expects to move into the $20-million 
bracket. And its $12 million from 
television, alone, will surpass its total 
volume of just two years ago. 

Tatham-Laird’s interest and con- 
fidence in tv is apparent from those 
figures, and tv has clearly been a 
major factor in the agency’s startling 
leap into .the big time. But there are 
other reasons, too, all of them reveal- 
ing. 

In the first place, T-L is a creative 
agency with a top-calibre team enjoy- 
ing ownership status. Its major task: 
to find new, different and more effec- 
tive ways to make any medium do a 
100-per-cent-plus job. 

There are no “bosses,” no dictators 
or yes-men at T-L. As one agency 
lieutenant puts it, “If the elevator boy 
has an idea, I have to listen to it. I 
don’t have to do what he says, but | 
have to listen!” 

And the agency’s ownership is 
shared by the key people who run it. 


For the nine year old 














Originally, Tatham and Laird owned 
all stock, with Tatham holding some- 
what more than 50 per cent. Now, 
both principals hold minority interests, 
and there is a total of 16 stockholders. 

Such interdependence fosters team- 
work, needless to say, and teamwork, 
in turn, has really spruced the agency’s 
morale. The spirit is dramatically 
emphasized by the orchids for women 
(or carnations for men) that appear 
miraculously on employe birthdays 
and in the savings-stamp cards that 
go out to employes’ youngsters on 
their birthdays. A further example: 
Dan Ryan, tv commercial director, 
started annual parties that have now 
become traditional on St. Patrick’s 
Day, formerly provided the “refresh- 
ment” himself. The party has become 
so large, however, that now the agency, 
itself, picks up the tab. 

But, say T-L’s founders, “If morale 
is high around here, it’s not due to 
things like that. It’s because of our 
belief that — first and foremost — this 
must be a good place to work. That 





Laird 


Tatham 


belief has priority over any other 
purpose, because our assets are almost 
entirely people —their brains, their 
spirit, their energy.” 

The greatest argument for that be- 
lief seems to be the head men, them- 
selves. They are as popular with 
employes as if they were wealthy and 
generous uncles. But more important, 
they are also highly respected. And 
what Arthur Tatham and Kenneth 


Laird say about each other is what 


agency men say about both: They 
have clear, logical minds that are 
unwilling to accept the trite and the 
obvious. They excell in analyzing a 
problem to its roots, then coming up 
with a simple, creative solution. 

Tatham first met Laird at an adver- 
tisers’ convention in Washington, D. 
C., when a between-sessions walk led 
to a fast friendship. But both had been 
living and working in Chicago for 
many years. 

Art Tatham had been born on an 
lowa farm, went to college at Evan- 
ston’s Northwestern University (class 
of °29). Remaining in Chicago, his 
business career quickly led him to the 
advertising managership for Bauer & 
Black. 

Ken Laird was born and reared in 
the Windy City, joined the class of °25 
at the University of Chicago where 
he edited the Daily Maroon. He went 
to work in the editorial department of 
the now-defunct Hearst newspaper, 
The Chicago Herald-Examiner, mak- 
ing the switch from journalism to 


Bolas Ryan 


advertising when he became manager 
of merchandising. Then he spent nine 
years with Wesco Products (Dr. West’s 
toothbrushes) where he became adver- 
tising manager and vice president. 
At that stage of the game, the two 
advertising managers met in Wash- 
ington. When Tatham subsequently 
joined the Chicago office of Young 
& Rubicam in 1938, 
surprised that Laird followed a half 


no one was 


year later as a merchandising man. 


In 1943, after Y&R’s Chicago office 
volume had more than quadrupled, 
Tatham was assigned as supervisor of 
contact in the agency's New York 
office. Laird left, too, first for Nutri- 
tion Research Labs and then for 
Dancer-Fitzgerald-Sample. 

After Y&R, Art Tatham served for 
two years in the Navy, rising from 
Lieutenant j.g. to Commander and 
acting as special assistant to the Under 
Secretary of the Navy. When Harry 
S. Truman became President, it was 
Tatham’s job to prepare for Adm. 
King a comprehensive Presidential re- 
port on the naval war to that date, 
plus strategy for the future, and boil 
it down to 45 minutes. 

Tatham did the job in record time. 
“All I did,” he says now, “is what 
any other advertising man would have 
done.” To him, it was routine presen- 
tation; to Navy men, it was a feat of 
magic. 

Back at Y&R, however, both 
had helped get 
Bendix 


men 
-and service — the 


Home Appliance account. 
(Y&R resigned the account, well after 
both Tatham and Laird had left, when 
General Electric into its New 
York office.) 

But, while Tatham was in the Navy, 


Ken 


Judson S. Sayre, president of Bendix. 


came 


Laird and his wife ran into 
His blunt remark got things moving 
for T-L: “Why in hell don’t you guys 
start an agency? You can have my 
account any time.” 

Plans for their agency were worked 
out on the grounds of the Bethesda 
Naval Hospital in Washington, where 
Tatham’s three-year-old son was a 
patient (recovering from injuries suf- 
fered when hit by a car). Early in 
1946, the men were ready to go. 

When the business started in Febru- 
ary of that year, office space was hard 
first 
month, the embryo agency consisted 


to get in Chicago, so, for its 


(Continued on page 96) 


Chicago agency, Tatham-Laird, the marvel is a medium—television 
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Coverage maps 


Clear, concise charts are best tool stations can give timebuyers 


By MILDRED FULTON 





For the past eight years Mildred 
Fulton has been the timebuyer for 
Bulova Watch Co., serving the ac- 
count at Biow and now at McCann- 
Erickson. 


dvertising agencies (mostly in the 

form of wilted timebuyers) have 
been crying for years for more con- 
sistency in the many pieces of statisti- 
cal data that are needed to make a time 
purchase. 


Rate cards, program schedules, avail- 
abilities, with their differences in form 
and structure, use up precious hours in 
a business where time runs out fast and 
decisions must be quick. However, like 
a girl having to change her dance step 
with each new partner, the condition 
seems to be here to stay, and we hope 
no station’s toes will be trod upon in 
the confusion. 


But there is one inconsistency which 
I feel should be corrected, not only for 
the benefit of the advertiser but also 
for the station. 


We can call it “The Case of The In- 
comparable Coverage Maps.” And it is 
just that. It’s virtually impossible to 
give each station fair and comparable 
consideration with the variety of inter- 
pretations of coverage. 


Many Variations 


In trying to plot good Grade B cov- 
erage for your client, for instance, and 
thereby determine where a clear sales 
message can be expected to get through 
to potential customers across the coun- 
try, here’s what you'll come up against: 


* A mail-pull map with one shaded 
area and no figures to represent the 
number of replies per county. 


* Something that looks like a road 
map with no county lines and cities in 
microscopic type. 


* A map with one contour line but 
no indication of the signal the line 
represents. 


© A map with a line that reads either 
100 uv/m, or 0.1 mv, or 250 micro- 
volt, or 500 uv/m or 0.2 mv/m or 
0.5 mv/m, or 3.6 mv/m, or .62 mv/m 
(I’m no engineer! Where’s that Grade 
B signal? ) 


* And sometimes even an aerial 
photograph with a contour line printed 
on it. 


Injustice Possible 


In trying to determine the Grade B 
signal on some of the “one-line” maps, 
an injustice can be done the station if 
the interpretation is too conservative. 


On the other hand, when the barest 


fringe signal is interpreted as a strong 
one, an injustice is done the advertiser 
when sales fall short of expectation. 


Here are the ingredients whieh | 
believe would make an ideal map: 


1. The map should have clearly in- 
dicated counties and cities. 


2. The contour lines should be pref- 
erably measured strength, but if 
this is impracticable, then com- 


puted lines as filed with FCC. 


3. The contour lines should indicate 
Grade A, Grade B and 0.1 mv/m 
or whatever would be considered 
Grade C coverage. 


4. If desired, mail pull could be in- 
dicated under the contour lines 
by shading the counties and in- 
serting the number of replies in 
each county. 


5. The map should show the sta- 
tion’s channel, power and an- 
tenna height in case there is a 
change in one of these after the 
map is printed. It would also help 
to have the map dated. 


6. The map should have a mileage 
scale. 


~I 


Market data might also be in- 
cluded on the front or back with 
figures for population, families, 
retail sales, etc., and of course 
the source and date of these 
figures. 


Thus, well equipped with clear and 
true coverage maps as a basis, we can 
then step into the world of Viewing 
Habits, — ah, but that’s yet another 
story — change partners, please! 
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WXX-TV 


SPOTVILLE, ILLINOIS 
CHANNEL 4 


AFFILIATION: NBS BASIC 
REPRESENTED BY NBS SPOT SALES 
POWER: 100 KW 


ANTENNA HEIGHT: 1080 FT. 










Contours based on measurements, 
January 1, 1955. 


Numerals in counties indicate average 
weekly mail response. 


Source: State University Sociological Dept. 


MARKET DATA 

Population 3,305,000 
Families 718,000 
Retail Sales $2,809,000,000 


Film is their 
business 
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MCA-TV 
LTD. 
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Left to right, scenes 
from: Pride of 
the Family, Roy 
Rogers, Dr. 
Hudson’s Secret 
Journal, Waterfront, 
The Ray Milland 


Show 
































A television station with nothing but 

properties of MCA-TV Film Syn- 
dication could program film for 804 
consecutive hours without a single 
rerun. 

It could show 1,550 films, taken 
from 27 widely diversified series — 
enough programming to run a 24-hour 
schedule for 331% days. 

The MCA-TV Film Syndication Divi- 
sion is big not only in volume of 
product; it is big in its conception of 
operation. Bigness is a trait the tv 
division inherited from its parent, 
MCA-TV Ltd., a wholly owned subsid- 
iary of Music Corporation of America. 

Yet the syndication division did not 
grow big—like Topsy — naturally. 
It got that way, rather more like Eliza, 
by leaps and bounds. 

The emergence of MCA-TV Film Syn- 
dication as one of the leaders in the 
field can be divided into five phases: 

Phase one was the pre-natal period. 

In 1950, Music Corporation of 
America created a tv film producing 
company called Revue Productions. 
Its purpose was to make a network 
film series, Stars Over Hollywood, for 
Armour & Co. When the first run and 
subsequent network rerun of this anthol- 
ogy of 39 films was over, MCA found 
itself with a dressed up tv property but 
no place to play it. The films were 
offered around, an executive then with 
the company but now a top level vice 
president with another important syn- 
dication firm recalls somewhat wist- 
fully, “rather incidentally and with no 


Reel by reel, MCA-TV Ltd. builds portfolio to twenty-seven series 


plan or forethought. I just called a few 
fellows I knew around the country, and 
we made our deals.” 

Then in 1951, Revue produced an- 
other anthology series, called Chevron 
Theatre, which was bought by Standard 
Oil but only for distribution on the 
west coast. 

MCA, with two salable properties, 
saw the possibilities of more to come, 
so phase two occurred: the birth of 
the Film Syndication Division. 

To head the new subsidiary the com- 
pany reached out for David V. Sutton, 
then a vice president in charge of sales 
at CBS Television. He was made vice 
president of MCA-TV, which at that 
time included Revue Productions and 
the Film Syndication Division. 


Started In Chicago 


Sutton, now 43, was born in Clarks- 
burg, W. Va., is a graduate of Virginia 
University Law School, but never prac- 
ticed law. Instead, in 1940, he became 
a salesman for wBBM Chicago. After 
two years he was moved to New York 
as the station’s eastern sales manager. 
During the war he was in the Marines 
as ground coordinator with a night 
fighter unit, leaving the service as a 
Captain. Civilian Sutton returned to 
the broadcasting field as general sales 
manager of KMOX St. Louis. In 1948 
he came back to New York as account 
executive with CBS Radio and the 
following year switched to the tv net- 
work as general sales manager. Two 


years later he was made vice president 





in charge of sales. 

When tall, handsome Dave Sutton 
came to MCA-TV he was one of a few 
firm believers in the important place 
film would have in tv’s future. He has 
watched with considerable satisfaction 
as television’s development has proved 
his conviction. “The days of the con- 
troversial discussions as to the place 
of tv film are gone,” he said recently. 
“There is going to be room for both 
live and filmed television.” 

MCA-TV now had a leader and soon 
added three more syndicated films: 
Gruen Playhouse and Coca Cola’s Kit 
Carson, both used first as network 
shows, and the Bernard Prockter Tele- 
vision Enterprises 15-minute anthology, 
Playhouse 15. 

It was ready for phase three, taking 
its first steps. 

In 1953 new properties were added 
to the MCA-TV portfolio: Abbott and 
Costello, comedy, Cosman Productions: 
Biff Baker, USA, adventure, Revue; 
City Detective, mystery, Revue; | Am 
the Law, mystery, Cosman Productions, 
and Pride of the Family, comedy, 
Revue. 

The next year saw the company share 
more half-hour properties: Follow That 
Man,. mystery, William Esty Co.; Guy 
Lombardo and His Royal Canadians, 
music, Guy Lombardo Films; Man 
Behind the Badge, documentary, Prock- 
ter; Telesports Digest and Touchdown, 
sports, both by Tel-Ra Productions. 

Phase four, the period of growth, 
(Continued on page 68) 
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Pulse finds 13.6% of 


New York area households 





have more than one 








tv receiver 




















MM": than 13 per cent of the tele- _ vision markets in the country and that 


vision homes in the New York it offers viewers a choice of seven 
area have more than one receiver in channels from which to select pro- 
active use. Some 3.6 per cent have grams. 
three sets, and a few have even more. New York’s position as the hub of 
The percentage of New York mul- the advertiser-agency activity as well 
tiple-set homes was revealed in a _ as its position as home office of all 
special survey for TELEVISION AGE by tv networks may also be considered 
The Pulse, Inc., in conjunction with contributing factors. 
the August Telepulse study for the A year ago the Advertising Research 
New York metropolitan area. Foundation engaged Alfred Politz Re- 


In the research, 1,430 New York 
television set owners were asked a 


series of questions in an oral inter- QUESTION 2: “(If yes) How 


view. many?” 

The first: “Do you own more than 
one tv set in working order?” brought Two 186 95.4% 
affirmative answers from 195 persons, Three 7 3.6 
13.6 per cent of the total. The remain- a rH 


ing 1,235, or 86.4 per cent of those 
questioned, owned only one tv set. Total multiple tv owners 195 100 
(See question 1) 


search to study both radio and tele- 


QUESTION 1: “Do you own more 


, : vision and at that time determined 
than one tv set in working order?” 


that the multiple-set percentage in the 


Vai 195 13.6% northeast area of the United States 

No 1235 26.4 was 4.1. 

Vaud iiapetidents 1430 100 At that time multiple set households 
in other geographic areas included: 
north central states, 3.1 per cent: 

The surprisingly large number of — south, 1.7 per cent; west 1.3 per cent. 

New York homes with more than one The average overall figure was 2.9 

set is partially explained by the fact per cent. For metropolitan areas the 

that the city is one of the oldest tele- average figure was 3.5 per cent. 
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Allowing for the increase in number 
of sets in the year since the Politz 
figures were released, the large number 


‘of multiple set homes in the New York 


market still makes it a standout with 


QUESTION 3: “Where are the 
sets located?” 


Living Room 179 §=91.B% 
Bedrooms 

Master 79 «640.5 

Child ° 27 13.8 

Other Relative 7 8.7 
Basement 37 19.0 
Recreation Room 19 9.7 
Den 18 9,2 
Porch 6 3.1 
Foyer 3 L.5 
Dining Room 7 3.6 
Kitchen 2 1.0 
Portable } 2.1 
Other 4 2.1 
T otal tv sets 402 206.2* 


Total multiple tv owners 195 


* Total over 100% because of multiple 
responses. 


more than twice the number of two- 
set families in the average metropoli- 
tan area. 

After determining the homes with 
more than one <¢t. the Pulse surveyors 
for TELEVISION AGE asked these fami- 
lies a series of questions to determine 











QUESTION 4: “Who in the family usually watches television programs on each set?” 


living room 


Ven (18 and over) 145 
Women (18 and over) 164 
Teens (12-17) 36 
Children (11 and under ) 98 
Total persons viewing 443 
Total tv sets 179 


QUESTION 5: “Yesterday, did you or any other members of the family 


Who watched?” 


Men (18 and over) 67 
W omen (18 and over) 103 
Teens (12-17) 21 
Children (11 and under ) 8: 
Total persons viewing 274 
Total tv sets 179 


bedrooms 


32.8% 


57 31.7% 
37.0 63 35.0 
3. 15 8.3 
22.1 45 25.0 
100 180 100 
123 


24.5% 31 24.4% 
37.5 42 33.1 
7.7 13 10.2 
30.3 4] 32.3 
100 127 100 
123 


den, foyer, porch, 


basement, recreation other 
56 25.06 9 26.5% 
55 24.6 16 47.0 
35 15.6 2 5.9 
78 34.8 ry 20.6 
224 100 34 100 
83 7 


watch tv programs on these sets? 


QUESTION 6: “How much time was spent by any member of the family yesterday on each set?” 


Less than | hour 53 
1 hour 14 
2 hours 38 
3 hours 21 
4 hours 19 
5 hours 20 
6 hours or more 14 
Vot certain — 

Total tv sets 179 
Median 2.6 


location of the sets and who used them. 

The second query was to determine 
exactly how many tv receivers there 
each home. Of the 195 
queried, 186, or 95.4 per cent, owned 


two sets; 7, 


were in 


or 3.6 per cent, owned 
three: one owned four, and one five. 
(See question 2) 

Questioning as to location of the 
402 sets owned by the 195-multiple- 
set families showed that 179 sets were 
located in the living room, 123 were 
in bed rooms and the balance were 
scattered over other parts of the house. 
(See question 3) 

An interesting part of the study 
dealt with the viewing habits of the 
various members of the multiple-set 
family. (See questions 4, 5,6) Men and 
women showed a decided preference for 
the living room and bed room sets, 
while teen agers and children showed a 
preference for the “second set” in 
other parts of the house. 

After the general question on who 
in the family usually used each set, 


29.6% 67 54.66 
7.8 2 1.6 
21.3 ll 8.9 
11.7 14 11.4 
10.6 12 9.8 
11.2 3 2.4 
7.8 10 8.1 
— 4 3.2 
100 123 100 


Less than 1 


a specific question asked, “Yesterday, 
did you or any other members of the 


watch tv these 


Who 


number oi living room viewers proved 


family programs on 


sets? watched?” 


The largest 
to be women with 103, as compared 
QUESTION 7: “Were two or 


more sets in use at the same time 
yesterday?” 


Yes 499 25.1% 
No 146 74.9 
Total muliiple tv owners 195 100 

to 67 men. In other parts of the 


house (den, foyer, porch, basement 
or recreation room) men viewers oul- 
numbered women with 39, 


pared with 21. 


In a question about the amount of 


as com- 


time spent “yesterday” by any mem- 
her of the family viewing television. 
the living room set averaged 2.6 hours: 
the bed room set, less than an hour, 


39 32.2% 2 9.1% 
21 17.4 13 59.1 
19 15.7 l 4.5 
42 34.7 6 27.3 
121 100 22 100 
8: 17 
35 42.1% 7 41.2% 
7 8. 2 11.7 
1] 13.3 | 5.9 
10 12.1 | 5.9 
10 12.1 J 23.5 
| 4.8 l 5.9 
3 3.6 | 5.9 
3 3.6 
83 100 17 100 
1.7 1.8 


while the den, foyer, porch, basement 


or recreation area set was watched 
1.7 hours. 

More than 25 per cent of the mul- 
tiple-set families answered yes to the 
question, “Were two or more sets in 
use at the same time yesterday?” 
(See question 7) 

A question on who was watching 


showed 34.3 per cent of the viewers 


QUESTION 8: “Who was watch- 
ing?” 


Ven (18 and over) 17 4=34.3% 
Women (18 and over) 55. 32.9 
Teens (12-17) 20 14.6 
Children (ll and under) 25 8.2 
Total persons viewing 137 100 

T otal simultaneous 

viewing homes 19 


were men; 32.9 per cent, women: 14.6 


and 


per cent, teen agers, 18.2 per 
cent, children. (See question 8) 
October 1955, Television Age 
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KiING-TV .- Seattle-Tacoma 


Starting its 8th Pace-Setting Year. 

FIRST in audience. (Pulse & ARB, August 1955) 

FIRST in number of national spot advertisers in multiple station 
markets in the United States. 

FIRST in promotion. 

FIRST in effective merchandising. 


+++ San Francisco 


we 
Leadership in number of national spot advertisers among all 
Northern California stations... 
Leadership in San Francisco in across-the-board, around-the-clock 
ARB and Pulse ratings...in local live participating programs... 
and with four out of San Francisco’s first five network programs. 
For LEADERSHIP it’s KPIX! 
KITV ‘** Los Angeles 









In America’s third market, KTTV is not only first in national 
spot advertising but vies for audience leadership among all seven 
stations in the highly competitive Los Angeles area, a classic 
example of how an independent television station can match all 
comers through emphasis on local personalities, news and special 
events and the careful scheduling of syndicated film. See your 
Blair-TV man for full information and for latest news about 
KTTV’s “smash” merchandising plan. 
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em Three Western Stations 
Oe) lead the nation 
Mm spot business* 


BUY WEST, BUY BEST! 


It is more than a coincidence when three television stations, 
unrelated except by geography, lead the nation in numbers 
of spot accounts. But that geography is significant. All three 
are Pacific Coast stations! 





All up and down the Coast, miraculous increases in popula- 
tion, the westward movement of industry, the nation’s high- 
est sectional employment, the upward trend of every business 
index combine to point an indicative finger westward. Buy 
West ...and buy best! 


eee oe ay 
, igs eo” ap. 


the mt to be FIRST IN SEATTLE 


KTTV.... epi KiNG-TV 





San Oo 
Los Angeles Times Television Channel 5 
100,000 Watts 
Represented by BLAIR-TV BAR. 





_ 2. by 
THE KATZ AGENCY 


om 
7s Rorabaugh report 2nd quarter ‘55 in multi-station markets. 
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Now available to you 


FE GIUNGEGREMNESE 


*Ex.opt in 2a “otkcts.“iere 
‘ 20 Gy, essa flseh reir ore 
Gratlah = 






“*Vidsadew>ude-duiy 4£55 


4 y A REVUE.PRODUCTION 





u for the first time 

Fort Ab ra (UU Yaya aM 
vo ALL NEW FIRST RUN 
HLS JUDE EXPRESSLY FOR TY 


ah I. ~ oe “i 


Sponsored nationally 
for 4 years hy Coca Cola 


Rating for rating, the greatest buy ever offered 
the local or regional advertiser. THE ADVENTURES 
o) ks as the Number 1 Western 
of all Westerns, well up in the “top ten” of alf 
nationally rated syndicated film shows!** Don’t 
let anyone beat you to the draw on this one 
call MCA righf away! 


9370 Santa Monica Bivd., Beverly Hills . 








Advertisement 


T.V. spot editor 


A column sponsored by one of the leading film producers in television 
SARRA 


NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 


Dignity and reputation are the keynotes in this curtain raiser and closing for Ciba’s 
television program “Medical Horizons.” Designed by Lester Beall, with an unusual 
musical accompaniment composed by Edgard Varése, these commercials give Ciba a 
totally different attention-getting prestige film that remains fresh after repeated view- 
ing. Produced by SARRA for CIBA PHARMACEUTICAL PRODUCTS, INC. through 
J. Walter Thompson Company. 

SARRA, INC. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 


Wesson Oil Instant Liquid Shortening goes all out to capture the shortening market in 
this major series of 90 and 60-second commercials by SARRA. Advantages to the 
housewife are sharply outlined in live action scenes showing the product in actual use. 
“No smoke,” “no burning” and perfect results whether baking, frying or in salads are 
selling points of the product, highlighted through excellent camera work. A free recipe 
offer ties in with strong product identification. Produced by SARRA for WESSON 
OIL & SNOWDRIFT SALES CO. through Fitzgerald Advertising Agency. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





The drive-in business is a big business and these 20-second spots by SARRA are de- 
signed to capture a big share for Big Boy Drive-ins. Major enticement is the Big Boy 
Hamburger, appetizingly shown in clever animation and described in a catchy jingle 
as “a meal in one on a doubledeck bun.” Message is aimed at everyone from family 
to the “younger set” after a “day at the game” or a “night on the town.” A lively series 


produced by SARRA for FRISCH’S RESTAURANTS, INC. through Rollman Adver- 
tising Agency. SARRA. INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





Hitting the “Do It Yourself” market and building a loyalty for Cook’s Paints are the 
objectives of this series of l-minute and 20-second commercials by SARRA. Clever 
animation and live action visualization are combined perfectly with a sales message 
that brings out the advantages of using Cook’s Indoor and Outdoor Paints and Floor 
Enamel. A free color chart, available at point of sale, is merchandised to move con- 
sumers to the retailer. Jingle finish stresses that Cook’s Paints are “best for beauty, 
wear and weather and best for you.” Created by SARRA for COOK PAINT & VAR- 
NISH CO. through R. J. Potts—Calkins & Holden, Inc. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 
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Film Sales 


——— a 


Optimism is the word-of-the-month 
for film syndicators. “If selling of Ziv 
film shows continues at the present 
pace,” says M. J. Rifkin, vice president 
in charge of sales for Ziv Television 
Programs, Inc., “the coming year will 
break all previous records.” 

Robert Salk, director of sales, Screen 
Gems, Inc., says: “We expect our sales 
this season to reach an all-time high.” 

“The outlook, especially for feature 
films, says Dwight W. 
Martin, vice president of General Tele- 
radio, Inc. 


is excellent,” 


Observers generally feel the bright 
prospects for tv film are a reflection of 
at least three factors: 1) The general 
geod health of our national economy. 
2) The increased wealth of quality film 
fare. 3) The accumulated experience 
of most producers, distributors and 
programmers. 

In spite of pessimists who point to 
increased competition, the large supply 
of film, and price cutting, film circles 
generally feel that business will get 
even better. 


Syndicated Films 


ATLANTIC TELEVISION CORP. 


55/56 Feature Package 

WMT-TV Cedar Rapids; WGN-TV Chicago; 
KRNT-TV Des Moines; WXYZ-TV Detroit; 
KGUL-TV Galveston; KCMO-TV Kansas 
City; KCOP Los Angeles; WDSU-TV New 
Orleans; WOW-TV Omaha; WPTZ Philadel- 
phia; WJAR-TV_ Providence; KTVT Salt 
Lake City; KRON-TV San Francisco; KVTV 
Sioux City; KSD-TV St. Louis; WHEN-TV 
a KTNT-TV Tacoma; KAKE-TV 

ichita. 


Million Dollar Feature Package 
WNBQ-TV Chicago; WHAM-TV Rochester, 
N.Y.; KENS-TV San Antonio. 


CBS TELEVISION FILM 
SALES, I 


Amos ’n’ Andy 

KFDA-TV Amarillo; KOOK-TV Billings; 
WTVN-TV Columbus, O., (Renewal); KVDO- 
TV Corpus Christi, Simmons Builder; KVAL- 
TV Eugene; WBTW Florence, S.C.; KFSA- 
TV Ft. Smith, White Dairy Ice Cream Co. 
WPBN-TV Traverse City, Thrilby Refrig- 
erator Co. of Traverse City. 

Duffy Mott Co. Inc. sponsoring in following 


markets: WBEN-TV_ Buffalo, Charlotte, 
WBKB Chicago, WNBK-TV Cleveland, Mi- 
ami, WNHC- New Haven, Pittsburgh, 
Schenectady. 
Gene Autr 
WBEN-TV Buffalo; WHIO-TV Dayton, Mi- 


ami Valley Milk Producers Assoc., (Renew- 
al); KFBB-TV Great Falls, Beatrice Foods 
& Mid-Continent Britane, (Renewal). 

The Cases of Eddie Drake 

KGNC-TV Amarillo, (Renewal). 

Fabian of Scotland Yard 

WPTZ Philadelphia, Piel’s Beer; KWK-TV 
St. Louis, Katz Drug Co. 

Holiday in Paris 

WBNS-TV Columbus, O. 

The Files of Jeffrey Jones 

WBRC-TV Birmingham, (Renewal); WCAX- 
TV Burlington; WOR-TV New York. 

Life With Father 

WGN-TV Chicago, Chicago Federal Savings 


& Loan Assoc.; WNCT Greenville, N.C., 
Carolina Sales Co.; .« WGBI-TV Scranton. 


Long John Silver 

WAFB-TV Baton Rouge; Chicago, Deans 
Milk; KLZ-TV Denver; KABC-Tv Los An- 
geles, Redi Magic & See It Pays; Madison, 
Veans Milk; WABD-TV New York, Good- 
man's Noodles; Rockford, Deans Milk; KGO- 
TV San Francisco, Redi Magic; WGBI-TV 
Scranton; South Bend, Deans Milk. 


Newsfilm 
KFJZ-TV Ft. Worth. 


Annie Oakley 
WFBG-TV Altoona; W-TWO Bangor, Star 
Beef Co., (Renewal) ; Beaumont, Carnation 


ham; KBOI-TV Boise; WC 
ton, W. Va.; Corpus Christi, Fresh Milk Div 
of Carnation Co.; Yakima, Wash., Fresh 
Milk Div. of Carnation Co. 


Range Rider 

WBEN-TV Buffalo; WCIA-TV Champaign, 
Midland Bakeries Inc.; WEWS-TV Cleve- 
land, Pepsi-Cola Bottlers of Cleveland, (Re- 
newal); KTVH-TV Hutchinson, (Renewal); 
KWTV Oklahoma City; -TV Peoria, 
Midland Bakeries Co.; WCSH-TV Portland, 
Me., Nissen Baking, (Renewal). 


San Francisco Beat 

KMBC-TV Kansas City, Berl Berry Auto 
Dealer; KNTV San Jose; WGBI-TV Scran- 
ton, 


The Whistler 

WJBF Augusta, Ga., Thomas & Howard Co. 
Red & White Food Stores; Green Bay, Proc- 
ter & Gamble, (Ivory Soap); WJTV Jackson, 
Miss., Interstate Life Insurance Co.; WMAZ- 
TV Macon, Interstate Life Insurance Co. of 
Chattanooga; ‘OC-TV Savannah, Inter- 
state Life Insurance Co. of Chattanooga. 


GENERAL TELERADIO, INC. 


17 Feature Films 

WBRC Birmingham; KOMU-TV Columbia, 

Mo.; WHIO-TV Dayton; WSJV-TV Elkhart; 

WKJG-TV_ Fort ayne; KFJZ-TV_ Fort 
. S Las Vegas; WHBQ-TV 

Memphis; KTVX Muskogee; KDKA-TV 

Th: WHAM-TV_ Rochester, N.Y.; 

KEY-T nta Barbara; KWK-TV St. Louis; 

WHEN-TV Syracuse. 

30 Feature Films 

WWTV = Cadillac; KRDO-TV 

Springs; WKJG-TV Fort Wayne; 

Idaho Falls. 


Gang busters 

KOAT-TV Albuquerque; WBKB Chicago; 
KHJ-TV Los Angeles; WHBQ-TV Memphis; 
WSM-TV Nashville; KWTV Oklahoma City; 
KVAR Phoenix; KCRA-TV Sacramento; 
KRON-TV San Francisco. 


Uncommon Valor 
WHBQ-TV Memphis. 


INTERNATIONAL NEWS SERVICE 


Telenews Daily 
KTRK-TV Houston. 
This Week in Sports 
WIBW-TV Topeka. 


INTERSTATE TELEVISION CORP. 


Amazing Tales of Hans Christian 
Andersen 

WCIA Champaign; 
WDBJ-TV Roanoke. 
Ethel Barrymore Theater 

WMT-TV Cedar Rapids; WCIA Champaign; 
KMBC-TV Kansas City; WDBJ-TV Roanoke; 
WTVO Rockford. 


Adventures of Blinkey 
KELO-TV Sioux Falls. 


Features 

KFSA-TV Ft. Smith; KPL Lake 
Charles; WTVO Rockford; WBOC- TV Salis- 
wet, KSLA Shreveport; WNDU-TV South 
Bend. 


Colorado 
KID-TV 


WEEK -TV Peoria; 


Little Rascal Comedies 

WIS-TV Columbia, S. C.; KVAL-TV Eugene; 
WATE-TV Knoxville; WFMY-TV Greens- 
boro, N. C.; WMTW Mt. Washington; WEEK- 
TV Peoria; WDBJ-TV Roanoke; KCRA-TV 
Sacramento; KVOA-TV Tucson. 


Popular Science 
WWTV Cadillac; KENS-TV San Antonio; 
WRBG Schenectady. 


Westerns 

WDEF-TV Chattanooga; WDAF-TV Kansas 

City; WLBC-TV Muncie; WEEK-TV Peoria; 
DBJ-TV Roanoke; WBOC-TV Salisbury; 

KWWL-TV Waterloo; KAKE-TV Wichita; 

KIMA-TV Yakima. 


NBC FILM DIVISION 


Badge 714 A 
WGR-TV Buffalo; KCMO-TV Kansas City; 
KTVO Kirksville, Mo. 





One of General Teleradio’s 


17 Feature Films 


Badge 714 B 

WLW-C Columbus, O., Burger Beer; 
TV Pueblo. 

Badge 714 C 

KERO-TV Bakersfield; KXLF-TV Butte; 
WMT-TV Cedar Rapids; WHIO-TV Dayton, 
Burger Beer; KMJ-TV Fresno; KATV Little 
Rock; KSBW-TV Monterey, Union Furni- 
ture; KHQA-TV Quincy; KPIX San Fran- 
cisco, Boyie-Midway; KTTS-TV Springfield; 
WSAU-TV Wausau; KFDX-TV_ Wichita 
Falls. 


Captured 

WBKB Chicago; WXEL Cleveland; KULA- 
TV Honolulu; WDAF-TV Kansas City; 
KBET-TV Sacramento; KNTV San Jose. 


Dangerous Assignment 
KULA-TV Honolulu; KTVO Kirksville, Mo.; 
KBET-TV Sacramento; KNTV San Jose 


The Falcon 

KVAL-TV Eugene, Irish Schwartz Groceries; 
KGMB-TV Honolulu; KCMO-TV_ Kansas 
City; KTVO Kirksville, Mo.; KABC-TV Los 
Angeles; KDKA-TV Pittsburgh; KNTV San 
Jose. 


The Great Gildersleeve 

KFYR-TV Bismarck, N.D.; WLW-C Colum- 
bus, O., Kroger Co.; WFIE-TV Evansville; 
WKJG-TV Ft. Wayne, Kroger Co.; FBM- 
TV Indianapolis, Kroger Co.; WLBT Jackson, 
Miss.; KHOL-TV Kearney, Nebr.; WRCA-TV 
New York; KOSA-TV Odessa, Texas; KWTV 
Oklahoma City, Red Bud Food Stores; 
KOTA-TV Rapid City; WOAI-TV San An- 
tonio, Metzger Dairies. 


His Honor, Homer Bell 
Seas Odessa, Texas; KNTV San Jose, 
Cal. 


Hopalong Cassidy—Half Hour A 
KGNC-TV Amarillo; WBAL-TV_ Baltimore; 
WFIE-TV Evansville; WCCO-TV Minne- 
apolis. 

Hopalong Cassidy—Half Hour B 
KGNC-TV Amarillo; WFIE-TV Evansville; 
bag hd Minneapolis; WRC-TV Washing- 
ton, D.C. 


Hopalong Cassidy—Hour 

WBAL-TV Baltimore; KFYR-TV Bismarck; 
WTVH-TV Columbus, O.; WFIE-TV Evans- 
ville; KHAS-TV Hastings; KULA-TV Hono- 
lulu; KGUL-TV Houston; KOSA-TV Odessa, 
Texas; WRGB Schenectady; WRC-TV Wash- 
ington, D.C. 


Inner Sanctum 
WABI-TV Bangor; KNTV San Jose 


Life of Riley A 

KGMB-TV Honolulu; KLIX-TV Twin Falls, 
Idaho. 

Life of Riley B 

KTVO Kirksville, Mo.; KSBW-TV Salinas. 
Borden Co.; KCSJ-TV Pueblo; KLIX-TV 
Twin Falls, Idaho. 


Life of Riley C 

Eureka, Cal., Master Bread; KTVO Kirks- 
ville, Mo.; ‘WKBT La Crosse; WOW-TV 
Omaha. 

Life of Riley D 

WMT-TV Cedar Rapids; WNBQ Chicago. 
O’Henry & Easy-Pop Popcorn; WEAU-TV 
Eau Claire; Eureka, Master Bread; KGMB- 
TV Honolulu; WOW-TV Omaha; KCSJ-TV 
Pueblo, Michel Silver Batteries; XETV San 
Diego; KSBW-TV Salinas, Borden Co.; 
KOTV Tulsa. 


Paragon Playhouse 
KOSA-TV Odessa, Texas. 


Steve Donovan, Western Marshal 
KGGM-TV Albuquerque; WFBG-TV Al- 
toona, Stishman Bakeries (Quality Bakers 
of America) ; MU-TV Columbia, Mo.; 
Rice Sausage; WFAA-TV Dallas; KGMB-TV 
Honolulu; KOSA-TV Odessa, Texas; Peoria, 
Til., Purity Bakeries (Quality Bakers of 
America) ; KDKA-TV Pittsburgh; WCHS-TV 
Portland, Me.; Rockford, Ill, Purity Bak- 
eries (Quality Bakers of America); WWLP 
Springfield, 


KCSJ- 


(Continued on page 60) 
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Film Salesiconvd jrom 59) 


Victory at Sea 
WNEM-TV Bay City, Household Finance 
Corp.; WHIS-TV Bluefield, W. Va.; KMJ-TV 
Fresno; KHOL-TV Kearney, Neb.; KBET- 
TV Sacramento. 


The Visitor 


KULA-TV_ Honolulu; KOSA-TV Odessa, 
Texas; KNTV San Jose. 


OFFICIAL FILMS, INC. 


Cross Current 

WBKB Chicago; KMBC-TV Kansas City; 
. -TV Petersburg, Va.; WCAU-TV 

Philadelphia; KWK-TV St. Louis. 

Dateline Europe 

WBRC-TV Birmingham; KFVS-TV Cape 

Girardeau, Mo.; WBKB Chicago; KOMU-TV 

Columbia, Mo.; WXYZ-TV Detroit; KDAL- 
Duluth; WDAY-TV Fargo; WGTH-TV 

Hartford; WXIX Milwaukee; WCCO-TV Min- 

neapolis; WCOV-TV Montgomery; WEEK- 

TV Peoria; WCAU-TV Philadelphia; KSL- 


TV Salt Lake City; KWK-TV St. Louis; 
KVVG Tulare; KWFT-TV Wichita Falls; 
WILK-TV Wilkes-Barre. 


Colonel March of Scotland Yard 
WFBG-TV Altoona, Pa.; NBF-TV Bing- 
hamton, N.Y.; WBRC-TV_ Birmingham; 
WMBV-TV Marinette; WXIX Milwaukee; 
KENS-TV San Antonio; WRGB Schenec- 
tady; WSYR-TV Syracuse; KVVG Tulare; 
WKTV Utica; WCNY-TV Watertown, N.Y. 


My Little Margie 

KOB-TV Albuquerque; KFDA-TV Amarillo; 
WNAC-TV Boston; WBKB Chicago; KVDO- 
TV Corpus_ Christi; WFAA-TV Dallas; 
WXYZ-TV Detroit; KTSM-TV_ El Paso; 
WEHT Evansville; WKJG-TV Ft. Wayne; 
KGUL-TV_ Galveston; KMBC-TV Kansas 
City; KCBD-TV Lubbock; KEYD-TV Minne- 
apolis; WSFA-TV Montgomery; WSIX-TV 
Nashville; KWTV Oklahoma City; KOOL- 
TV Phoenix; KLOR-TV Portland; KENS- 
TV San Antonio; KRON-TV San Francisco; 
WGBI-TV Scranton; KOPO-TV Tucson; 
KAKE-TV Wichita; KWFT-TV Wichita 
Falls; KIVA-TV Yuma 


Music Hall Varieties 
WBRC-TV Birmingham; KFBC-TV Chey- 





BRILLIANT 
PERFORMANCE 


everything, there is 
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you'll see 


in titm processing, it's Precision 


ve 


Officia?’s Cross Current 


enne; KOMU-TV_ Columbia; KCMO-TV 
Kansas City; WSIX-TV Nashville; WCAU- 
TV Philadelphia; KTNT-TV Tacoma. 


This is Your Music 

W-TWO Bangor; WCIA Champaign; KOMU- 
TV Columbia, Mo.; WDAK-TV Columbus 
Ga.; WBAY-TV Greenbay; KSD-TV St 
Louis. 

Overseas Adventure 

KOAT-TV Albuquerque; KOMU-TV Colum- 
bia, Mo.; WxXYZ-TV Detroit; WDAY-TV 
Fargo; WGTH-TV Hartford; WXIX Milwau- 
kee; WPIX New York; WCAU-TV Philadel- 
phia; KSL-TV Salt Lake City; KWFT-TY¥ 
Wichita Falls; WILK-TV Wilkes-Barre 

The Star and The Story 

KBAK-TV Bakersfield, Calif.; WMAR-TV 
Baltimore; KFDM-TV Beaumont; WBRC- 
TV Birmingham; WNAC-TV Boston: WXYZ- 
TV Detroit; KIEM-TV Eureka; WFBM-TV 
Indianapolis; WJAC-TV Johnstown; Mil- 
waukee*, Al Herr; WCAU-TV Philadelphia; 
KDKA-TV Pittsburgh; KSL-TV Salt Lake 
City; WGBI-TV Scranton; WSYR-TV Syra- 
cuse; KWFT-TV Wichita Falls; WSJS-TV 
Winston-Salem. 

*Sold directly to agency 


Terry and the Pirates 

WBZ-TV Boston; KDAL-TV Duluth; WGTH- 
TV Hartford; WMBV-TV Marinette; WCCO- 
TV Minneapolis; KLOR Portland; KING-TV 
Seattle; WSUN-TV St. Petersburg; KWFT- 
TV Wichita Falls. 


Trouble With Father 

KOB-TV Albuquerque; WFAA-TV Dallas; 
WXYZ-TV Detroit; KCBD-TV Lubbock; 
WSFA-TV Montgomery; WSIX-TV Nash- 
ville; WGBI-TV Scranton; KOVR Stockton 
KVVG Tulare; KAKE-TV Wichita; KWFT- 
TV Wichita Falls; KIVA Yuma 


SCREEN GEMS, INC. 


All-Star Theater 

WFBC-TV_ Greenville, S.C.; WAVE-TV 
Louisville; KSL-TV Salt Lake City; KNTV 
San Jose, Cal. 

Celebrity Playhouse 

Blatz Brewing Co. sponsoring in following 
markets: Green Bay, Madison, Milwaukee 

Jungle Jim 

KGNC-TV Amarillo; WBZ-TV___— Boston; 
WFAA-TV _ Dallas; WXYZ-TV _ Detroit; 
KVAL-TV Eugene, Coca Cola Bottling Co.; 
KTTV Los Angeles; WSM-TV Nashville: 
KGO-TV San Francisco, Gallenkamp Shoes 
Rin Tin Tin 

KFXJ-TV Grand Junction, Crescent Cream- 
ery. 

Top Plays of 1955 

WTVP Decatur, Weidenbacker Oldsmobile 
Agency. 


STUDIO FILMS, INC. 


Showtime 

KOAT-TV Albuquerque; KATV Little Rock; 
KTTV Los Angeles, Pepsi Cola Bottling Co 
of Calif.; WGBS-TV Miami; Phoenix*, Ari- 
zona Adv. Service; Tucson* 

*Sold directly to agency 























Studio Films’ Showtime 


TELEFILM ENTERPRISES 


Fabian of Scotland Yard 

WBZ-TV Boston, White Creamery; KOA-TV 
Denver; WXIX Milwaukee, First Wisconsin 
National Bank; WRCA-TV N: 
Philadelphia, Piel’s Beer; K Sa 
City, Bradley Badger Appliance e.: WGBI- 
TV Scranton, deepmeter'! rewing Co.; KWK- 
TV St. Louis, Katz Drug Co.; WIBW-TV 
Topeka, Goetz Brewing Co.; WIN-T Water- 
loo. 
Molson’s Brewery, Ltd. sponsoring in_fol- 
lowing markets: WGR-TV Buffalo, WJBK- 
TV Detroit, WHAM-TV Rochester, N.Y., 
WSYR-TV Syracuse. 


UNITED PRESS ASSOCIATIONS 


United Press Movietone News 
KBTV Denver; KTBS-TV Shreveport; 
WSJS-TV Winston-Salem. 


UNITED WORLD FILMS, INC. 


Going Places 
KFAR-TV Fairbanks. 


Headlines on Parade 
WPTZ Philadelphia. 


Sportscholar 

— Chattanooga; KSL-TV Salt Lake 
ity. 

Stranger Than Fiction 

WXYZ-TV Detroit; WFBC-TV Greenville, 
S.C.; WPTZ Philadelphia; KRON-TV San 
Francisco. 


WINIK FILMS, INC. 


Madison Square Garden 
WBZ-TV Boston, El Producto Cigars; WPTZ 
Philadelphia, El Producto Cigars. 


Film Commercials 
ACADEMY PICTURES, INC., N. Y. 


Completed: Anheuser-Busch, Inc., Bud- 
weiser Beer & Busch Lager Beer, D'Arcy; 
Speedway Petroleum Corp., Gasoline, Ww. B. 
Doner; Diversey Machine Works, Inc., Fal- 
William Balsam; Chesty 
Potato Chips & Ruffles, Branch 


con Briar Pipes, 
Foods, Inc., 
Advtg. 





Transfilm’s animated commercial for 


RCA Victor TV sets. 


AMERICAN FILM PRODUCERS 


Completed: The Borden Food Products 
pe gg (Div. of ‘the Borden Co.), Instant 
Coffee, Voherty, Clifford, Steers & Shenfield. 


ATV FILM PRODUCTIONS, INC. 


Completed: Tide Water Associated Oil Co. 
(Eas.ern Div.), Tydoi, Bucnanan; Reming- 
ton Kand, inc., rortabies, Compton; Tne 
Procter & Gamble Co., Gleem, Crisco, Drene, 
Dash, Compcon; Standard Brands inc., Unase 
& Sanborn, Compton; Standard Brands Inc., 
Royal Geiatin, Bates; Sterling Drug Co., 
Fizrin, Compton. 


In Production: The Procter & Gamble Co., 


Ivory Soap, Drene, ivory Fiaxes, Duz, 
Gleem, Dash, Compton; Standard Brands 
Inc., Royal Gelacin, Bates; Appliance & 


Electronics Div. of Avco Mfg. Corp., Crosley 
TV, Compton; Remington Rand, Inc., Porta- 
bles, Compton; Sterling Drug Co., Aspirin, 
Compton; Standard Seanda. Inc., Blue Bon- 
net Margarine, Bates; Standard Brands Inc., 
Chase & Sanborn, Compton. 


GEORGE BLAKE ENTERPRISES 


Completed: Block Drug Co., Laxium, Emil 
ogul; B. T. Babbitt Inc., Glim, Harry B. 
Cohen; General Foods Corp., Gaines Dog 
Meal, B&B; Lydia E. Pinkham Medicine Co., 
Vegetable Compound, Harry B. Cohen; Es- 
quire, Inc., Boot Polish, Emil oe Gen- 
eral Cigar Co., White’ Owl, Y&R; Pabst 
Brewing Co., Eastside Old Tap Lager, War- 
wick & Legler. 
In Production: General Electric Co., Insti- 
tutional Campaign, BBD&O; R. J. Reynolds 
Tobacco Co., Camels, Wm. Esty; American 
Oil Co., Amoco, Katz; General Foods Corp., 
Jello & Sanka, Y&R; Armstrong Cork Co., 
Linoleum, BBD&O; Hawley & Hoops, Inc., 
M&M Chocolates, Ted Bates; General Mills, 
Inc., Cheerios, Ted Bates. 


FILM INDUSTRIES, INC. 


Completed: Lan-O-Sheen, Inc., Bruce Brew- 
er; Hormel & Co., Meat Products, BBD&O 
Balm Argenta, Hand Cream, Bozell & 
Jacobs; Pillsbury Mills, Inc., Hot Rolls, 
Campbell-Mithun; Peters Meat Products, 
David, Inc.; International Harvester Co., 
Farm Equipment & Trucks; Phillips Petro- 
leum Prods.; Deere & Co., Farm Equipment. 
In Production: Northern Pacific Railway 
Co., Passenger Service, BBD&O; Internation- 
al Harvester Co., Farm Equipment & Trucks; 
Toro Mfg. Corp., Lawn Mower, BBD&O; 
Deep Rock Oil Corp., Petroleum Products, 
Winius-Brandon; Deere & Co., Farm Equip- 
ment. 


GOLDSWAN PRODUCTIONS 


Completed: Sears-Roebuck & Co. (Buffalo), 
Baldwin, Bowers & Strachan; Dubuque 
Packing Co., Perrin-Paus; Penick & Ford, 
Ltd., Inc., My-T-Fine, BBD&O; Sunbeam 


Corp., Perrin-Paus; Cornerhouse Rest., Rose- 
Martin; National Biscuit Co., Waverly 
Wafers, McCann-Erickson; E. I. Du Pont de 
Nemours & Co. (Inc.), #7 Polish, BBD&O; 
The J. B. Williams Co., Aqua-Velva, J. 
Walter Thompson. 


KLING FILM PRODUCTIONS 


Completed: Nutrena Mills, Inc., Dog Food, 
Bruce Brewer; Armour & Co., Cloverbloom 
Margarine, John W. Shaw; American Ortho- 
pedic Co., Levelers Foot Device; The La- 
voris Co., Mouth Wash, Savage-Lewis; 
Skelly Oil Co., Gas & Oil, Bruce Brewer; 
Dormeyer Corp., appliances, John W. Shaw; 
Peter Fox Brewing Co Luxe Beer, Sor- 
ensen; American Broadcasting Co.; Ameri- 
can Dairy Association, Campbell-Mithun; 
Mobile Homes Manufacturers Association, 
J. Walter Thompson; Red Owl Food Stores, 
Savage-Lewis; Samuels Shoes Co., De Liso 
Debs Womens Shoes, Wilten Agency; At- 
lanta Baking Co., Holsum Bread, W. E. 
Long; Orange Crush Co., Beverage, H. W. 
Kastor; Lou Ehlers Buick Agency, Fairman 
Agency. 


LALLEY & LOVE, INC. 


Completed: J. A. Folger & Co., Instant Cof- 
fee, C&W; International Latex Corp., Play- 
tex Living Gloves, Reach, Yates & Mattoon; 
Columbia Records, Inc., McCann-Erickson; 
New York Daily News, C&W; The Nestle 
Co., Inc., Instant Coffee, McCann-Erickson. 
In Production: Westinghouse Electric Corp., 


Studio One, McCann-Erickson; Columbia 
Records, Inc., McCann-Erickson. 

SARRA, INC. 

Completed: Swift & Company, McCann- 
Erickson; Slenderella Systems, Inc., Man- 


agement Assoc.; Procter & Gamble Co., 
Fluffo, Biow-Beirn-Toigo; Jules Montenier, 
Inc., Stopette, Earle Ludgin; Ralston Purina 
Co... Chick Startena, Gardner; Sylvania 
Electric Products, Inc., Television Sets, J. 


(Continued on page 62) 





Agency: Biow, Beirn & Toigo 


Client: 





Agency: Foote, Cone & Belding 


Client: 


Agency: NONE 


Client: 


( 


MEE 


~~ 


1037 N. Cole Ave., Los Angeles 38, Cal. 





current productions making 





New York Office: 135 East 50th St. 


In the SPOTlight 


sales records 





New York City, New York 
White Rose Redi-Tea 


Houston, Texas 
Grand Prize Beer 


N ART B (National Associa- 
tion of Radio and Television 
Broadcasters) 


Telephone Hollywood 5-5171 


Telephone Plaza 5-4807 
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EDSTORIES “SSR 
ITS BEST 





TELEVISION SUBSIDIARY OF COLUMBIA PICTURES CORP. 


John H. Mitchell 


Vice President in charge of sales 


3130 Maple Drive, N.E 
Atlanta, Ga 
Exchange 6100 


233 West 49th Street 
New York 19, N.Y. 
Circle 5-5044 





230 N. Michigan Ave 
Chicago, III 
Franklin 2-3696 


102-108 Peter Street 
Toronto, Ontario 
Empire 3-4096 


4924 Greenville Ave. 
Dallas, Texas 
Emerson 2450 


212 Beason Building 
Salt Lake City, Utah 
Salt Lake City 3-3903 


157 Bradley Street 
Cleveland, Ohio 
Chestnut 7-6736 


995 Market St. 
San Francisco, Ca! 
Douglas 2-1060 
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Commercials Cont'd jrom 61) ’ Readers ask: 


Walter Thompson; 
Machines, Y& 


SCREEN GEMS, INC. 


Completed: Scott Paper Co., J. Walter 
Thompson; Vick Chemical Co., BBD&O. 

In Production: National Biscuit Co., Nabisco 
“Toys”, K&E; American Dairy Assn., Camp- 
bell: Mithun; Philip Morris & Co., Ltd., Inc., 

Player's Cigarettes, McKim (Montreal) : 

Falstaff Brewing Corp., Beer, D-F-S. 


TRANSFILM INC. 
Completed : Union Carbon and Carbide 
Corp., Prestone Anti Freeze, Wm. Esty: 
Shulton, Inc., Old = for Men; Liebmann 
Breweries, Inc., . ngold Beer, Foote, Cone 
Belding; E. I. Du Pont de Nemours & 
Co. (Inc.), Duco Paint & Auto Polish, 
BBD&O; P. Lorillard Co., Old Gold Cigar- 
ettes, Lennen & Newell; Radio Corporation 
of America, RCA Victor TV, Kenyon & 
Eckhardt; R. J. Reynolds Tobacco Co., 
Camel Cigarettes, Wm. ity; Continental 
Baking Co., Profile Bread, Ted Bates. 


VIDEO PICTURES 
Completed: Speidel Co., Watch Bands, 
SSC&B; Anson, Inc., Jewelry, Grey; Boyle- 
Midway Inc., Black Flag Insecticide, Aero- 
wax & Aeroshave Cream, Geyer; Colgate- 
Palmolive Co., Glance Shampoo, Cunning- 
ham & Walsh; The Simoniz Co., Floor Wax, 
: Block Drug Co., Sentroi, Grey; The 
J.B. Williams Co., Conti. Shampoo, Berming- 
nam, Castleman & Pierce; The Simoniz Co., 
Body Sheen, SSC&B 
In Production: The Gruen Watch Co., Grey; 
Sterling Drug Co. Inc., Dr. Caldwell’s Senna 
Laxative, Carl S. Brown; The American 
Tobacco Co., Tarryton Cig., M. H. Hackett; 
Oldsmobile Division, General Motors Corp., 
Oldsmobile, D. P. Brother; Dannon Milk 
Products, Inc., Yogurt, Zlowe; Turn-A-Bed, 
Lewis; Colgate-Palmolive Co., Halo Sham- 
poo, Carl S. Brown 


Remington Rand, Inc 





The Bright New oe 
on the dial!.... {7 


Covering one of the fastest 
growing markets in the West 
..the greater San Jose area! 
What's more, KNTV also de- 
livers the rich Monterey Bay 
cities of Monterey, Salinas, . 
Santa Cruz and Watsonville. 
Catch these prosperous home 
owners with their own home- 
town station, KNTV, Chan- 
nel, II. 
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Ask your Bolling Man for 
specific market details. You'll 
be- amazed! 
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How will color affect animated commercials? 


(To answer questions relating to the 
role color will play in the production 
of animated commercial film spots, 
TELEVISION AGE called on Robert H. 
Klaeger, vice president in charge of the 
tv film commercial division of Trans- 


film Inc., N.Y.) 


Will it be easier to control 
color in animation than in live 
action? 


Yes. In live action there are many 


variables to contend with such as 
lighting, film exposure and set design. 
Each cameraman and designer inter- 
prets these values differently now—and 
always will. Since the color used for 
the sponsor’s product requires exact 
matching before it is finally put on 
the air, the role of the cameraman and 
designer — and director and engineer 
as well —is therefore more exacting. 

In animation, we deal with 12 basic 
shades of gray; color involves an 
variety of shades. Despite 
this, the selection of color desired, the 
lighting and film exposure can be 
predetermined. This is possible be- 
cause the artist with his brush has 
absolute control of color selection and 


the cameraman 


infinite 


absolute control of 
the animation camera stand. 


How do color animation costs 
compare to those of black and 
white? 


Today, many factors boost the cost 
of color animation and make it higher 
than in b&w. once stand- 
ards are developed and color anima- 
tion is produced in quantity, the price 
differential 


However, 


will decrease. Production 
time, for instance, will eventually be 
no greater than for b&w. We expect 
that the only additional cost for mak- 
ing animation color will be for film 
stock. 


How do color animation costs 
compare to live color filming? 


This is a hard one to answer. There 
are many factors to consider in each 
case before any proper 
can be made. But, as we pointed out 


comparison 


in the answer to the first question. 
since color animation is easier to con- 
trol than live action color filming. the 
costs are more predictable and for 
tend to 
closer to the cost of shooting in live 


several reasons will come 


color. For one thing, film stock used 
for animation is a minor part of the 
budget. In shooting live, on the other 
hand, we frequently shoot 10 or 12 
times the actual footage required. 
Opticals for animation are made right 
on the 
action opticals must be done on an 
(And, too, live action 
opticals are often exceedingly expen- 
sive.) Then, add the increased set and 
photographic problems that constantly 


beset live shooting, 


camera stand, whereas live 


optical bench. 


and it can be 
readily seen that the price of live com- 


mercials in color will increase. 


Do you expect animation in 
color to be used more or less than 
b&w animation? 


Most decidedly more. First, there’s 
the impact of color itself. Everyone is 
agreed pretty much that colors evince 
a greater human emotional response 
than b&w. And while, of course, there 
will always be certain advertising 
campaigns that lend themselves only 
to live commercials, the higher prod- 
uct identification and greater sales 
response resulting from color anima- 


tion will insure its greater usage. 


Do you need more manpower to 
produce color animation? 


No, it does not take more manpower 
except as the advertisers increase thei: 
use of color animated spots. 


Are there enough trained ani- 
mators to handle _ increased 
usage? 


No, and those of us in the industry 
are greatly troubled by this shortage. 
are trained. 


Con- 


is now trying 


Unless more animators 
the shortage may become acute. 
sequently, the industry 
to interest art schools in establishing 
training programs for television film 


animators. 
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TV star that 
nobody sees 


One of the real TV network “stars” is this tech- 
nician at work in one of the scores of Bell System TV 
control rooms across the country. 

You never see him on a television screen. But because 
of his work, television network programs — black and 
white or color — are successfully transmitted from city 
to city. 


His job is to keep an eye on T'V—to make sure that 
























the picture is high quality, to switch programs from one 
pickup city to another, to add stations to the network, 
to change channels as necessary. 

He is one of more than a thousand trained tech- 
nicians who are engaged in this work. 


They use special equipment, like that shown above, 
to provide the finest possible television transmission 
on nearly 70,000 channel miles of Bell System network. 


BELL TELEPHONE SYSTEM 


Providing transmission channels for intercity television today and tomorrow. 
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C= Inc., one of the largest 
distributors of dairy products in 
Texas, has run counter to most major 
trends. It opened its doors in 1932 
when businesses all over the country 
were closing theirs. Just a group of 
local ice cream shops at its start, 
Cabell’s came out with a merchandis- 
ing scheme that, after it was published 
in The Reader's Digest, quickly be- 
came nation-wide: the double-dip ice 
cream cone. 

Now a full-fledged specialist in giv- 
ing the public what it wants, Cabell’s 
is also delivering a full scoop of tele- 
vision. 


Advised Own Show 


Although most companies debut via 
spot, Cabell’s agency, James H. Susong 
Advertising of Dallas, advised a full- 
length show. Says Susong, “With 
standard items, film spots were the 
obvious answer, particularly since 
showing food on tv can be somewhat 
hazardous. But the cost of a film 
spot to use locally for just one month 
out of the year was prohibitive.” 

The agency head, who got his start 
with Dr. Pepper’s advertising depart- 
ment and later specialized in food 
accounts at a Dallas agency, decided 
that good live spots could be produced 
for Cabell’s only if every announce- 
ment were supervised by his own staff. 
The idea, clearly, would be impractical 
when spots are scattered all through 
the day and night. So, instead, Mr. 
Susong explains, we decided on a half- 
hour film program once a week, fully 
aware of the additional prestige such 
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programming would offer. 

Having decided that, the problems 
became “what?” and “where?” A 
live children’s show, Kiddie Karnival 
on WFAA-TV Dallas, was already doing 
a splendid daytime job for Cabell’s 
twice a week. So the Susong agency 
picked a nighttime slot, 9:30 p.m. 
Wednesdays on wFAA-Tv, and Cabell’s 
has held it ever since. 

First program choice was George 
Raft in / Am the Law, selected for its 
adventure format. Just six months of 
the program were enough to convince 
the sponsor of the true value of night- 
time television, the agency reports, so 
it was agreed to pick up the option 
on the time slot. Next, the agency 
chose Brian Donlevy in Dangerous 
Assignment. 

“We liked it because it was slickly 
produced, competently acted and fast 
moving. Besides, mystery has a uni- 
versality of appeal,” says Susong. “I’m 
afraid we developed a tremendous at- 


James H. Susong 


Cabell’s in Dallas 


eschewed spots to plunge 



































right into program ming 


of television 


tachment to Dangerous Assignment 
during the time we used it.” 

Currently, the Cabell program is 
Waterfront which, the agency reports, 
“has done equally well for us.” Cabell 
climaxed its big 23rd anniversary 
celebration recently with a personal 
appearance by Waterfront’s star, Pres- 
ton Foster. (Another part of the cele- 
bration was a special telecast from 
Dallas’ State Fair Auditorium of 
WFAA-TV s Saturday Circus, for which 
Cabell’s distributed more than 35,000 
tickets. ) 

Commercials Important 


But most important to the dairy’s 
television operations are the live com- 
mercials. Viewers may see anything 
from a backyard scene, with the an- 
nouncer ready to plant spring flowers, 
to a Christmas eggnog party. One 
night, the announcer appeared with 
a large electric rotisserie and, while 
a chicken roasted, urged viewers to 
eat barbecued fowl from Cabell’s. 

Flower seeds and chicken may seem 
far apart, but the diversity is typical 
of Cabell’s merchandising. From its 
original ice cream shop, it has ex- 
panded to a major producer of stand- 
ard dairy items like milk, butter and 
ice cream. It also stocks special items, 
like fancy baby beef, turkeys and, 
seasonally, eggnog. The chain opera- 
tion has become so successful that, 
in the Dallas area, alone, it operates 
nearly 40 drive-in groceries — called 
Minit Markets—and four  green- 
houses, adjacent to Minit Markets, 








with complete lines of plants and 
garden supplies. 

Needless to say, television has con- 
tributed to that expansion. In 
instance, sales growth could be traced 
directly — and exclusively — to the 
medium. When Cabell’s home delivery 


service was introduced, via tv, the 


one 


audience was urged to phone to have 
home delivery started. Not only was 
the telephone operator kept busy all 
evening, but, from just two programs, 
the dairy received 385 calls for the 
new service. And, of course, it does 
not know how many who have signed 
since then first heard of the delivery 
system through television. 


Pay-Off in Sales 


The real pay-off come in sales in- 


creases, however. During the time 
Cabell’s used Dangerous Assignment, 
its sales for 
approximately 20 per cent. And when 


the Dallas Morning News took a sur- 


ice cream alone rose 


vey last summer to determine local 
brand preferences, Cabell’s ice cream 
came out the most popular, was first 
choice of 30.4 per cent of those polled. 
Significantly, that was equal to the 
rating given the next four brands, 
combined. 


Cabell’s is a partnership among 
three brothers, Earl, the operating 
head who has been president since 
1951; Ben, now retired from active 
participation, and C. P. Cabell, a 
Major General in the Air Force. 


Of Earl, a friend has remarked, 
“The main thing I know about him is 
hard work.” And hard work—coupled 
with ingenuity and imagination—is 
obviously what has made the depres- 
sion-born business prosper. 


Born in County 


Earl was born on a farm in Dallas 
county, studied dairy husbandry at 
Texas A&M for a year, then trans- 
ferred to Southern Methodist Uni- 
versity. After six years in dairy pro- 
duction and sales, he was ready to 
branch out on his own, which he did, 
with his brothers, in 1932. The young 
company beat the depression, as noted, 
and had become a booming business 
by the advent of the second world war. 

Then, instead of taking it easy in a 
seller’s market, Cabell’s got busier 


than ever. In addition to meeting 


Bank promotion 


Promotion of its new drive-in 
banking service on KRCG-TV Jef- 
ferson City has proved successful 
for the Exchange National Bank 
of that city, according to Mr. 
Paul Bosch, vice president. “We 
are well pleased with the results,” 
the bank executive said, after 
booming business forced the ex- 
pansion of the new two-window 
drive-in facilities. The bank be- 
gan co-sponsoring The Lone 
Wolf, MCA-TV syndicated pro- 
gram, with the opening of the sta- 
tion, using filmed and slide com- 
addition to the 
drive-in feature, bank promotion 


mercials. In 


includes other special services of- 
fered by the institution. “The 
time and money we are devoting 
to tv advertising is well spent,” 
Mr. Bosch feels. (For other suc- 
cessful use of tv by banks see 
“Banks and Savings Institutions,” 
TELEVISION AGE, September, 
1955.) 


regular retail demands, it furnished 
all dairy products needed at the huge 
North American 
Dallas, as 


aviation 
the Bluebonnet 
McGregor. Still 
further, Cabell’s was instrumental in 


plant in 
well as 
ordinance plant at 
organizing Victory Dairies, Inc., a 
Dallas pool to keep nearby military 
establishments supplied with the good 
fresh milk they needed. 

Today, Earl is on the executive 
committee of the Texas Manufactur- 
ers’ Assn., on economic commissions 
named by the governor, president of 
the local crime commission and, in 


general, what's known as a civic 


leader. And when it comes to endors- 
ing worthwhile causes, you can be 
sure he’s an outspoken advocate of 


television. 
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‘The Indian, 
sang his 
death song 


10 YEARS AGO, during a frontier 

skirmish, an Indian brave, sing- 
ing his own death song, charged down ona 
young officer. Lieutenant George Crook, 
4th Infantry, coolly fell to one knee, care- 


| fully aimed, fired, and dropped the brave 


in his tracks. 

It was not Crook’s first Indian, nor his 
last. By the time he made general, Crook 
was the greatest Indian-fighter this coun- 
try ever had. Yet, he was also one of the 
best friends the Indians have ever had. For 
he understood them well, dealt fairly and 


| firmly, and always kept his promises. 


>» When General Crook died, Indians 


| wept. And a Sioux chief named Red Cloud 
| said: “He never lied to us. His words gave 


the people hope.” 

No nation can ever have enough men 
like George Crook. But America had, and 
still has, a lot of them. That’s important to 
remember. Because it is the strength of tho 
Americans, standing behind our country’s 
Savings Bonds, that makes these Bonds 
one of the world’s finest investments. 

For your sake—and America’s—why not 
take advantage of this fact? Invest in, and 
hold, United States Savings Bonds, starte 
ing now. 

* * * 


It’s actually easy to save money—when you 


| buy United States Series E Savings Bonds 
| through the automatic Payroll Savings Plan 
| where you work! You just sign an application 


at your pay office; after that your saving is 
done for you. And the Bonds you receive will 
pay you interest at the rate of 3% per year, 
compounded semiannually, for as long as 19 
years and 8 months! Sign up today! 


The U. S. Government does not pay for 
this advertisement. It is donated by 
this publication in cooperation with the 
Advertising Council and the Magazine 
Publishers of America, 





October 1955, Television Age 67 











MCA (Continued from page 51) 
arrived on Dec. 20, 1954, with the 
merger of United Television Programs 
and MCA-TV. 

The merger was reported at the 
time to involve around $1 million. UTP 
had been started in 1951 by four men: 
Edward Petry, present head of Edward 
Petry & Co., Inc., 


tives; Richard Dorso, now in charge 


station representa- 


of new material development at Ziv, 
and two men from Standard Transcrip- 
tions, Milt Blink and Jerry King. UTP 
began by selling reruns of the drama 
series called Rebound; a novelty half 
hour, The Chimps, and a first-run film 
called Sleepy Joe, which flopped so 
hard an employee quipped, “It should 
have stood in bed.” The company also 
carried for a short time some British 
feature films. Its first steady sales were 
with Old American Barn Dance which 
was followed by the successful Holly- 
wood Off Beat, starring Melvyn Doug- 
las. 

In 1952 two producers, Jack J. Gross 
and Philip N. Krasne, bought a one- 
third interest in UTP and brought with 
them four series available for syndica- 






And a far BETTER 
STIMULANT for ie 
SALES! “ 


150,000 SETS 260 TIME RATE 
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1953 Nielson Plus 

Average Class A Rating 
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tion; Heart of the City, Royal Play- 
house, Counterpoint and Studio Trans- 
criptions. In August, 1953, Gross- 
Krasne bought 100 per cent of the 
company for a _ reported $250,000. 
Subsequently, UTP picked up Rocky 
Jones, Space Ranger; Waterfront, and 
Lone Wolf. 


Two More Series 


At the time of the merger with 
MCA-TV UTP had two more series to 
add to the new combination, Where 
Were You? and Mayor of the Town. 

In addition to properties the merger 
gave MCA-TV three of UTP’s top sales 
executives. Wynn Nathan was made 
vice president in charge of sales of 
the Syndication Division and is the 
directing executive of that branch of 
MCA-TV. Aaron Beckwith was made 
vice president in charge of eastern 
sales. John Rohrs became vice presi- 
dent in charge of midwestern sales. 

These three, together with Robert 
Greenberg, vice president in charge of 
station sales in the west, constitute the 
top echelon of the MCA-TV Syndication 
Division and help decide on policies, 
properties and plans. 


7 =e For about the cost 
q] of one Martini 


ar. (Including Tip, In 
O T 7 Better Joints Off 
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Recently Greenberg also assumed the 
additional duties of western sales man- 
ager. 

Since the merger MCA-TV has added 
five properties to its list and one of 
its old series, Touchdown, will have 
new episodes added this fall. The addi- 
tions are The Ray Milland Shew, Sol- 
diers of Fortune (bought by Seven-Up 
for 60 markets but available for syn- 
56 Gene Autry 
and 67 Roy Rogers features and the 
newest drama series in the catalogue, 
Dr. Hudson’s Secret Journal. 

MCA-TV now has 27 properties, all 
half hours— except the Autry and 
Rogers features and the 15-minute 
Playhouse 15. There are 22 MCA-TV 
offices in the United States, and in the 
last year personnel has been doubled 
with more than 200 in the division. 
Eighty of these are salesmen. 


dication elsewhere) . 


Salesmen Everywhere 


“We can guarantee that an MCA-TV 
salesman will be able to reach any 
client, any place in the nation, within 
24 hours of the time he is called,” 
Wynn Nathan says. 

The financial structure of the com- 
pany is a closely guarded secret. That 
it is one of the top five in the business 
Sources 
close to the company estimate that bill- 
ings in 1955 will approach the $10- 
million mark. 


is not questioned, however. 


A vice president of a large bank, 
interested in television and asked about 
film fimancing security, recently re- 
marked. “It all depends on who it is 
asking for the loan. If MCA-TV walked 
in, for instance, and asked us for $1 
million, we probably wouldn’t demand 
security. We'd just hand the money 
over to them.” 

David Sutton is vice president and 
head of MCA-TV Ltd. He is also a 
director of the parent organization, 
MCA. Under him are four divisions. 
They are: 

1. National Sales, which owns the 
network shows Dragnet and the up- 
coming Crusader (for Camel cigarettes) 
and participates to varying degrees in 
several other network productions like 
I Love Lucy, the Ed Sullivan show, 
Toast of the Town, and others. 

2. Revue Productions, the tv film 
production arm. 

3. Film Syndication, with Wynn 

(Continued on page 70) 
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for all the most needed facts 

The only yearbook source to include: 

about agencies, advertisers and stations 
In the 1955-1956 Television Age 


Yearbook ... designed especially for those 


1.ADVERTISER DIRECTORY 


Listing of top national advertisers. 


who buy or place television time. Names and positions of top executives 


Including advertising managers. 


Names of agencies handling these top accounts. 


Account executives and timebuyers 
2. STATION DIRECTORY 





in charge of these accounts. 


Breakdown of media used by these 
major advertisers. 


Listing of station executives: Owners, 
Stockholders, President, General Manager, 
Commercial Manager, Program Director, 


Chief Engineer, News Director, Farm 





Director, Women’s Director, etc. 


Breakdown of studio, camera and film 3. ADVERTISING AGENCY DIRECTORY 


facilities offered to advertisers. Names and positions of top executives. 
Executives in charge of media departments. 

Media department supervisors. 

Timebuyers and media buyers. 

4. FILM DIRECTORY 


Producers and Distributors. 


5. OTHERS 
FCC, NARTB, TvB and other trade groups. 






Get your sales 
story in the 1955-1956 

Television Age Y earbook—the only comprehensive 
business yearbook in the television industry. 


Network Executives. 





Station Representatives. 


-Hitherto unpublished information 
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Publication Date: October 1, 1955. 
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444 Madison Avenue, New York 22, N.Y. 
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MCA (Continued from page 68) 


Nathan as its head. 

4. Station Program Sales, with Lou 
Friedland, vice president in charge. 
This unit works together with the Film 
Syndication Division, but, as its name 
implies, it is charged with station sales 
only. Film Syndication sells to every- 
one, clients and agencies, as well as 
stations. The Autry and Rogers fea- 
tures, for instance, were first given to 
Lou Friedland for sale. The salesmen 
hired by Film Syndication are also 
salesmen for Station Sales. And when 
needed all elements of MCA-TV join 
forces. 

This unity has prepared the com- 
pany for step five of its development, 
the present phase, maturity. 

This phase started with acquisition 
of its latest property, Dr. Hudson’s 
Secret Journal. Two producers, Eugene 
Solow and Brewster Morgan, made 
an anthology series a few years ago 
called Author's Playhouse. One epi- 
sode in that series was taken from the 
Lloyd Douglas story, Dr. Hudson’s 
Secret Journal. The producers liked 
this episode so well they pulled it out 
of the series and decided to use it as 
a pilot for an entire series based on 
the Douglas novel. 


Brought Series to MCA-TV 


They first tried to sell it themselves 
but without success. Eventually they 
came to MCA-TV, and Messrs. Sut- 
ton and Nathan agreed to take the 
show provided the producers would 
work along with them and take their 
suggestions about making the property 
“salable.” It was agreed. 

Nathan returned to New York from 
the west coast and had Solow and Mor- 
gan in a series of meetings with his 
key salesmen — Beckwith, Rohrs and 
Greenberg — and heads of various de- 
partments including producer’s rela- 
tions, station relations, research, adver- 
tising and sales promotion and public 
relations. The pilot film was shown and 
everyone discussed it. The consensus 
was that the pilot stressed the religious 
aspect too strongly. The producers 
agreed to alter that. The salesmen 
pointed out that there were already on 
the market a great many Medic-type 
shows. This aspect, the producers 
assured, would be played down. 
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MCA.TV films 


Abbott & Costello, comedy, Cos- 
man Productions, 1953 

Biff Baker, USA, adventure, Re- 
vue, 1953 

City Detective, mystery, Revue, 
1953 

Counterpoint, anthology, Bing 
Crosby Enterprises, 1952 

Curtain Call, anthology, Bing 
Crosby, 1952 

Famous Playhouse, anthology, 
Revue, 1951 

Follow That Man, mystery, Wil- 
liam Esty Co., 1954 

Guy Lombardo and His Royal 
Canadians, Guy Lombardo 
Films, 1954 

Heart of the City, adventure, 
Gross-Krasne, 1952 

Hollywood Off-Beat, mystery, 
Parsonett, 1951 

I Am the Law, mystery, Cosman 
Productions, 1953 

Lone Wolf, mystery, Gross- 
Krasne, 1954 

Man Behind the Badge, docu- 
mentary, Prockter, 1954 

Mayor of the Town, drama, 
Gross-Krasne, 1954 

Playhouse 15, anthology, Prock- 
ter, 1952 

Pride of the Family, comedy, 
Revue, 1953 

Rocky Jones, Space Ranger, sci- 
ence-fiction, Roland Reed Pro- 
ductions, 1953 

Royal Playhouse, anthology, Bing 
Crosby, 1951 

Touchdown, sports, Tel-Ra, 1954 

Waterfront, adventure, Roland 
Reed Productions, 1954 

Where Were You, documentary, 
Bing Crosby, 1954 

Ray Milland, comedy, Revue, 
1955 

Touchdown (new) sports, Tel- 
Ra, 1955 

Soldiers of Fortune, adventure, 
Revue, 1955 

Gene Autry Features, Republic, 
1955 

Roy Rogers Features, Republic, 
1955 

Dr. Hudson's Secret Journal, 
Author’s Playhouse, 1955 








All in all, however, everyone agreed 
that they had a good, high quality, 
marketable series. Plans were made 
for promotion, publicity, merchandis- 
ing and advertising. After meeting for 
three days every aspect of “selling Dr. 
Hudson” was discussed and settled. 
“We all felt as if the show were our 
very own. It was a great morale 
booster,” one of them later remarked. 

“The modus operandi on Dr. Hudson 
is the basic pattern we'll use on all 
future new shows,” a company spokes- 
man has now declared. Because the 
company believes in reruns and be- 
cause of its close working agreements 
with some dozen producers — includ- 
ing its own division, Revuae—MCA-TV 
will be bound to pick up post-network 
properties. The company is currently 
negotiating for at least four. Two will 
be reruns of network series, one is the 
O’Henry series and the fourth will be 


another original for television. 


The group planning, or vertical syn- 
dication method, which is typical of 
the present phase of the firm’s activities 
will continue in force with each of the 
new series. All concerned from the 
first days of shooting, through selling, 
merchandising and promotion will take 
part. 

MCA-TV was one of the first in the 
field to realize that having a quality 
product is not enough. It offers clients 
complete merchandising tie-ins with 
every purchase. (“Fall Film Outlook.” 
TELEVISION AGE, August 1955.) 


Launched Promotion Pian 


Back in February, Wynn Nathan 
announced the launching of a big, new 
“After-Sale Audience Promotion” cam- 
paign. “We’re going all out to give 
our clients a continuing service after 
we've made the sale,” Mr. Nathan says. 
“When a station comes to us we'll 
supply them all the help they want and 
need. We'll help them with promotion 
ideas on how to open a show in their 
locale, how to get promotion and pub- 
licity for special campaigns, how to 
use to their best advantage the material 
we send them and, further, we'll have 
our personalities ready for personal 
appearances whenever it is possible.” 

The company is fitting action to the 
word. Some typical examples: 

e Sales and ratings in St. Louis for 


(Continued on page 72) 
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...in expansion of audience 
in coverage 
top ratings in market 


Increase in power to 100,000 watts last year gave WHAM-TV a big boost 

in population and area coverage. Our measured signal now, according to FCC 
standards, gives us more than a million* population in our area. 

This does not include counties with another television station. 





With top-rated network programs and first-class local shows sparking our 
programming, take Channel 5 to do the best sales job for you in Western N. Y. 


POPULATION: 1,09 35,781 .=: s« HO™MES: 368,000 


il i = Oe OE ot-ULeteit-ti-re, 


WHAM-TV CHANNEL 5 


Rochester, N. Y.'s Most Powerful Station 





October 1955, Television Age 





M CA (Continued from page 70) 


Falstaff Beer got a boost from specially 
prepared publicity placements in local 
papers on Rod Cameron, star of City 
Detective. 

e Thomas’ Mitchell, making a per- 
sonal appearance for Mayor of the 
Town, spoke before the Michigan legis- 


lature in Lansing on Washington’s 
birthday. He was the third non-legis- 
lator ever to appear before that body 
—the two others were General Mac- 
Arthur and Babe Ruth. 

e A few days after an offer for 
The Family Fun Book was made on an 
Abbott and Costello show, sponsored 
by Seven-Up over KFvs Cape Girar- 











Captain John boosts audience 


“You bet we’re going to renew Waterfront on WCAU-TV. Since we started 
with the program almost a year ago, La Rosa sales are up and La Rosa 
distribution is up.” 

That was the answer the Philadelphia station received from the important 
macaroni and spaghetti maker to its inquiry a few weeks ago about renewal 
of the alternate week sponsorship of the MCA-TV series. And the other 
sponsor, Philadelphia Dairies, seems to be just as happy with the arrange- 
ment. 

Credit must go not only to the quality of the Preston Foster series but 
also to the ingenuity of WcAU promotion and programming departments 
in handling the syndicated program. 

Preston Foster was born in nearby Pitman, N. J. and returns to his home 
town for periodic visits. These visits get feature treatment in the Philadel- 
phia Bulletin and in on-the-air promotion. On July 24 the Bulletin turned 
over the front page of its amusement section to pictures and stories on 
Captain John, skipper of the tug Cheryl Ann. The wcau-Tv channel, 10, 
and the time of the show, 6:30 p.m. Sundays, were mentioned prominently. 

The show is slotted in the Sunday night time “to give strength and 
vitality” to the balance of the cas Sunday night line-up, which includes 
Toast of the Town, What’s My Line and Lassie. Ratings, according to the 
station, have been phenomenal. The show started at the end of August, 
1954 and in four months was the top local film show in the city, where it 
remained for five of the following six months. 

Its share of total audience is estimated at 66 per cent. Since its start 
the average audience has been 518,400 families a week. Audience compo- 
sition is interesting, too—32.66 per cent men, 33.22 per cent women and 
32.77 per cent children. 

The share of audience of 66 per cent is one point higher than the average 
share of audience of the 7 to 11 Sunday evening cBs shows. It may be 
compared too, to the WCAU-TV average share of audience, which is 35 per 
cent. 

Both sponsors are happy with the show. Philadelphia Dairies reports 
a quick reaction to a cottage cheese special advertised on one of its pro- 
grams. After the Sunday night program Monday morning found drivers 
flooded with orders for the product. 

The La Rosa company has been unusually successful in promoting its 
full line and in introducing new products. Vincent S. La Rosa, vice pres- 
ident, reports that “before Waterfront, sales in South Jersey were good. After 
Waterfront, they became terrific.” The firm has cancelled other forms of 
advertising because it found it was covering the entire Delaware Valley 
market with the station. “Actually,” the executive says, “we’re getting far 
better results than we ever achieved previously through local market-by- 
market advertising.” 

With the added incentive of the tv campaign La Rosa reports two big 
supermarket chains that had never carried their products now stock them 
because of increased demand. 
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deaux, 1,600 pieces of mail from 42 
counties were received. 


e Skelly Oil, sponsoring Waterfront 
in several midwest markets, wanted a 
special campaign that would bring 
people into its service stations. MCA- 
TV staged a contest tied in with the 
film with prizes for the best replica of 
the boat used in the show. Entry blanks 
were available only at Skelly stations. 
Their success was immediate. 

Perhaps the biggest promotion cam- 
paign yet devised by MCA-TV is the 
one for Dr. Hudson’s Secret Journal. 
Cooperating with the magazine TV 
Guide they are behind a coast-to-coast 
contest to find an actor for the role of 
Tim Watson. The contest is open to 
young men between 17 and 21. En- 
trants must submit a postage-paid disc 
or tape recording of his reading of 
dialogue which appeared in the mag- 
azine for four weeks during July and 
August. The winner will be signed for 
appearances in at least three install- 
ments of the show at a regular profes- 
sional salary. 


Bowman Buys 16 Markets 
On the same show MCA-TV orig- 


inated a special campaign for Bowman 
Biscuit which bought the series for 
showing in 16 cities. (See “Spot Re- 
port,” August 1955.) * In 11 of the 16, 
starting with KLz-Tv Denver, a half- 
hour preview was made showing film 
clips of the series and the star, John 
Howard, talking directly to the people 
about the opening of the show in their 
city. KLZ-Tv and the stations in other 
cities donated time for the preview. 
Paid layouts have been published in 32 

national magazines for the series. 
Merchandising of MCA-TV proper- 
ties is further reinforced by the co- 
operation of the Music Corporation 
Merchandising Division. This subsid- 
iary of the parent company is headed 
by Frank Mincolla, vice president, who 
was a former director of merchandis- 
ing for The Lone Ranger, Inc. and a 
store manager and buyer for Mont- 
gomery Ward. The division handles 
products manufactured as tie-ins for 
several shows including Dragnet, 
owned by MCA-TV National Sales, 
This is Your Life and Truth or Con- 
sequences, both Ralph Edwards prop- 
erties, as well as two properties under 
(Cont'd on page 74) 











Pulse reveals NOW 


KRNTOTV 
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LEADERSHIP 


in Des Moines 














Pulse found: ' THIS PHENOMENAL 
KRNT-TV with » RECORD AFTER 
14 of the “Top 15” weekly shows ae 

' ONLY TWO WEEKS 
RANT TV wi ae shows | OF OPERATION 


(Pulse Survey—Des Moines Metropolitan Area— 
KRNT-TV Week of August 15-21, 1955) 


1lst-MORNING AUDIENCE 
lst -AFTERNOON AUDIENCE Your Katz man is loaded with NEW facts 
lst-—EVENING AUDIENCE and NEW success stories about the 


lowa market and channel 8 in Des Moines. 


SEVERAL LOCALLY-PRODUCED 
“TOP 15” AND “TOP 10” ‘ge 





MCA 


the jurisdiction of Film Syndication, 
Waterfront and Lone Wolf. 

The Merchandising Division is able 
to offer advantages in obtaining tie-ins 
for local sponsors: Suppose a local 
sponsor of, say, The Ray Milland 
Show, wants to get out a Ray Milland 
calendar. “We'd go to a manufacturer 
of calendars and set up a better deal 
than the local sponsor could make 


(Continued from page 72) 


himself,” says a company executive. 
“We'd go to a manufacturer of calen- 
dars and tell him that we were going 
to try to interest other local advertisers 
in other markets in the Ray Milland 
calendar. The total order would prob- 
ably run up to 25,000 or more. In 
that way we could get the lowest pos- 
sible price. We look upon merchandis- 
ing as another way to give service to 
our clients.” 


Successful Policy 


The success of this policy of service 
is indicated by a check of the MCA- 
TV Film Syndication properties being 
played in New York, Chicago, Los 
Angeles, Philadelphia and Detroit — a 


total of 59 hour hours. These areas 


represent about one-third of all U.S. 
tv homes. 


WNCT PRIMARY CBS AFF 
‘CT 7-1-1 :041 11a > Pe OO 


316,000 watts full time 


A. Hartwell Campbell, Gen. Mgr. 
John E. Pearson Co., Inc., Nat‘! Rep. 
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Dairy magic 
“What are the magic words?” 
In the area covered by WJBK- 

tv Detroit, at least, almost any 
child can tell you they are “Twin 
Pines.” 

Five years of constant use of 
television has made the Detroit 
dairy’s name a magic byword 
among the younger set and 
among their mothers and fathers 
as well. In 1950 Twin Pines Farm 
Dairy began using the Saturday 
Movie Matinee on WJBK-TV and 
has kept it up every week since. 
The two-hour children’s show is 
happy, friendly, personal and 
human from beginning to end. 
Commercials feature a magician 
who wears a white clown suit and 
make-up. At the climax of each 
trick he always asks for the magic 
words which the children supply 
in chorus. Milky, the Twin Pines 
Magic Clown, in addition to his 
tv appearances, is in great de- 
mand for public performances 
before church, school and club 
groups. He averages about 150 
such appearances each year. Each 
tv matinee includes cartoons, a 
puppet show, a comedy and a full- 
length western movie. 

The Twin Pines advertising 
plan was created by their agency, 
Luckoff & Wayburn, Detroit. 
Success of the idea is proved by 
the tremendous increase in busi- 
ness over the years until today the 
dairy ranks first in home delivery 
of milk in the entire Detroit area. 
(For other successful uses of tv 
by dairies see “Dairies and Dairy 
Products,’ TELEVISION AGE, 
August, 1955.) 


The company also is keeping its 
Berlitz ear cocked towards tv in for- 
eign countries. Today it has offices in 
Toronto, London and Paris and ex- 
pects to open headquarters soon in 
Mexico City and Rome. It has sold 
I Am the Law and Famous Playhouse 
in London, and the former is now being 
dubbed in French, to be followed by 
an Italian version, as well. 

Mr. Sutton made a trip to England 
and the continent last year and on the 








basis of his observations the firm is 
planning to build up its foreign or- 
ganization. 

“Going into the foreign markets,” 
he explains, “warrants the most careful 
consideration and planning.” The com- 
pany does not expect to achieve great 
strides in foreign markets for a few 
years, however. There is no plan to 
go to the great expense of dubbing 
until a sales force is set up. 


Too Few Color Sets 


And Mr. Sutton feels that there are 
still too few color sets to go into the 
multichrome market. “When it starts 
to move,” he says, “we will be ready.” 

Looking toward the future Mr. Sut- 
ton speculates: “Who can tell how big 
tv film will get? In the past two years 
it has grown as fast as lightning.” 
Mr. Nathan adds, “The day of the hit- 
and-run syndicator is gone. Most of 
the business already is, and will con- 
tinue to be, handled by the big com- 
panies.” 

And by big he is surely thinking of 
MCA-TV, which is already in the top 


echelon in its field. 


Effective September 28, 1955, KMBC-TV 
joins the nation’s most dynamic and fastest- 
growing television network, the American 
Broadcasting Company. For programming de- 
tails, consult your Free & Peters Colonel or: 


Don Davis, First Vice President 

John Schilling, Vice Pres. & Gen. Mar. 
George Higgins, Vice Pres. & Sales Mgr. 
Mori Greiner, Director of Television 

















Omnibus (Cont'd from page 43) 


part of the period, soaring over the 
budgeted goal. The program sold Rem- 
ington on the worth of tv as an adver- 
tising medium, and at the end of the 
season they left to buy their own tele- 
vision program. 

Another first-year sponsor was the 
Greyhound Corp. The transportation 
firm was just getting ready to intro- 
duce its fine new line of busses, to be 
called Scenicruisers. Faced with the 
problem of declining military traffic in 
1952, Greyhound was seeking new 
business from the public. They wanted 
to promote bus travel as convenient, 
comfortable and safe and at the same 
time cheaper than the railroads and air 
lines. 


Successful Campaign 


So successful was this campaign that 
they saw the downtrend in business 
reversed during the first year, and the 
company signed up for the 1953-54 
season. 

A survey conducted by Greyhound 
revealed some interesting facts about 
the Omnibus program. Mailed to 5,000 
persons who had requested a Grey- 
hound Pleasure Map in response to an 
offer on Omnibus, the questionnaire 
brought back an endorsement of the 
program. Some 77 per cent of those 
replying professed a high opinion of 
Omnibus, 14 per cent saying they liked 
it but having some reservations and 7 
per cent classing it “only fair.” Only 
1.7 per cent of those replying said they 
did not like the program. 

A free tour folder offered by Grey- 
hound during the last 23 seconds of its 
final commercial during the first season 
drew 12,000 requests from all parts of 
the country. The same offer made on 
the final program of the second season 
drew 15,000 requests. The president of 
Greyhound’s advertising agency com- 
mented: “The letters asking for the 
folder praised the whole show and re- 
flected high sponsor impact on viewers.” 

At the end of the second season with 
Omnibus, Greyhound found it was hav- 
ing problems obtaining delivery on its 
Scenicruisers and decided to spend its 
ad budget for local promotion. They 
thought they might return in January 
of the 1954-55 season, but at the time 
Omnibus was sold out solid. 

(Continued on page 76) 








Don't let this “BIG ONE” get away! 


Your sales will zoom when you use WGR-TV 
in Buffalo, because WGR-TV is Buffalo’s favorite 
staticn. For instance, 10 of 15 top shows 
are on WGR-TV. (Pulse) 


WGR-TV gives you prime coverage of the 
470,436 sets in this sales-conscious market plus a 
bonus cf 443,349 Canadian sets. 


Land the “BIG ONE”...by using 


WGR-TV 
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Latest surveys prove 


beyond question WMCT 





is dominant first TV 





Station serving rich 
Memphis market area 
of more than 


382,000 TV homes 


(according to latest distributors’ figures.) 
WMCT carries 21* of 
the top 30 shows (earn- 

ing a rating of 25 or 
better) ... first* in 
film and children's 
shows ... first* in 
top-rated evening 
shows. 

Clearly, your first 
choice for Memphis 


TV is 












*June 21-28 ARB 


: WMCT saz: 


| WMC- WMCF-WMCT A 
MEMPHIS’ first TV station 










NBC Basic Affiliate 

National Representatives 

The Branham Company 
© 

Owned and operated by 

| THE COMMERCIAL APPEAL 
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Omnibus (Conrad from page 75) 


Another first-year sponsor was the 
American Machine & Foundry Co. 
which was new to almost all advertising 
but found itself with an institutional 
problem in name identification. Besides 
the confusion with other similar cor- 
porate names, about half their business 
was military, and they wanted to im- 
prove their status. It was a problem in 
prestige, and Omnibus offered an an- 
swer. The program’s audience, includ- 
ing important executives and machine 
and foundry product users, was an 
ideal one for their purposes. 

In addition it offered a selling me- 
dium for the consumer products made 
by American Machine & Foundry, such 
as bowling alleys, bicycles, and power 
tools. 


High Sales Conversion 


Testing tangible results the Ameri- 
can Machine & Foundry made an offer 
of a 25-cent booklet useful in home 
workshops, “Yours for the Making.” 
The one-time offer pulled 5,000 orders 
with quarters enclosed. The AM&F 
advertising and sales promotion man- 
ager’s comment: “The whole show pro- 
duced an amazingly high conversion to 
sales.” 

The program accomplished the pur- 
pose so well that AM&F renewed its 
contract for the 1953-54 season. Some 
of the commercials they offered at- 
tracted so much interest that they are 
still mentioned in Omnibus fan mail 
even though the firm discontinued the 
use of the program at the end of the 
second season. 

The second year of Omnibus, the 
1953-54 season, found one new adver- 
tiser on the program, Nash-Kelvinator 
Corp., for their electric refrigerators. 
Nash-Kelvinator had been looking for 
a television show of their own, and at 
the end of a 13-week cycle signed for a 
30-minute program. 

Ralph C. Robertson, vice president 
and marketing director of Geyer Ad- 
vertising, which handled the program 
for Kelvinator, comments: “Our use of 
Omnibus for Kelvinator—considering 
our limited objective—was quite suc- 
cessful. Omnibus delivered a quality 
audience, but the average minute-by- 
minute ratings indicated that our com- 
mercials were not seen by a sufficiently 


large segment of the buying public to 
make it practical for Kelvinator to con- 
tinue with the program. 

“Omnibus,” Mr. Robert continued, 
“has contributed a great deal to tele- 
vision, in my judgment, and I hope that 
the 1955-56 season will be the most 
successful ever.” 

In 1954-55, besides Scott Paper Co., 
Omnibus was sponsored by Aluminium 
Limited of Canada, Zenith Radio and 
Norcross, Inc. 

Aluminium Limited (the British spell- 
ing and pronunciation with an extra 
syllable and letter bothers Americans ) 
had a story to tell United States indus- 
try. It takes unlimited power to make 
aluminum. Canada has an enormous 
amount of power, much of it created 
and controlled by Aluminium. Because 
of this the old firm could compete with 
American aluminum manufacturers in 
spite of a small duty on ingots and 
shipped into the 
country. Their problem was to make 
processors in the United States aware 


sheet aluminum 


of this Canadian supply of raw ma- 
terial. 

The proof that the program is ac- 
complishing this purpose seems evident 
in the fact that Aluminium Limited has 
renewed its contract for another year 
on Omnibus in the 1955-56 season. 

Zenith Radio bought the program to 
promote its full line of consumer prod- 
ucts. Although the program seemed to 
do a good merchandising job for the 
company, a Zenith plan to promote its 
television on the program toward the 
end of the season was refused by 
CBS-TV. The disagreement which f<! 
lowed resulted in their dropping the 
show at the end of the season. 


Norcross a Subscriber 


Norcross, fourth subscriber last year, 
found the program was successful in 
promoting its dealer relations—a goal 
it had set for itself in the beginning. 

Although Omnibus, by reason of its 
association with the Ford Foundation, 
is certain of sufficient funds to carry 
out its program plans each year 
whether it is commercially successful 
or not, its financial history is better 
than that of many programs not so 
endowed. 

In its first season of 26 programs, 
five advertisers participated. The 130 
commercials were priced at about 


(Continued on page 78) 
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. . “Golden Gate's” average 8.6* | 
rating reaches 98,821 homes each day 








. .. 86.9% of tune-in from 1-3 p.m., 
Monday through Friday . . . weekly 


a cumulative rating of 25.2 delivers 


- 289,568 unduplicated homes per week 
. . - Bonnie Kever’s gay and natural 
showmanship gives sales-appeal to 


live commercials — in color, at no 
extra cost ...* August 1955 ARB 
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A GEOGRAPHY LESSON .... One of a Series 


MINNEAPOLIS, 
ST. PAUL, 
HARTFORD and 
NEW HAVEN on 
PUGET SOUND? 











~ 





Of all TV stations 
in the fabulous 


covers all 5* cities 

in its “A” contour. 
*Seottle, Tacoma, 
Everet?, Bremer- 
ton, Olympia 


First off, we want to assure Minnesota and Connecticut that we are not trying 
te displace their fine cities! What we are saying is this: the combined popula- 
tion of these four cities is less than the number of people living within the “A” 
contour boundaries of KTNT-TV, CBS television for Puget Sound. 

The greatest concentration of Washington State’s population...over half 
the people in the state . . . is centered in the Puget Sound region. And KTNT-TV’s 
“A” contour encompasses most of them! There are more than 1,200,000 people 
within the “A” contour, and 800,000 more in the INFLUENCE AREA which extends 
inte Oregon to the south and into Canada on the north. 


To reach more thar half the people of prosperous Washington State, Buy KTNT-TV. 


316,000 WATTS 


Antenna Height 
1000 FT. ABOVE SEA LEVEL 


CBS Television for Puget Sound 





Represented Nationally by Weed Television 
KTNT-TV, TACOMA 5, WASHINGTON 


“The Word Gets Around... Buy Puget Sound” 
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Omnibus (Coni'd from page 76) 


$13,000 each and 107 were sold, bring- 
ing in $1.4 million for the program. In 
the second year, with four subscribers 
and 104 participations to sell for $17,- 
500 each, 83 were sold, bringing in 
total revenue of $1.4 million. Last year 
103 of the 104 participations were sold 
at the same price for a total of $1.8 
million. 

The total programming gross for the 
three years, then, was about $4.6 mil- 
lion. Deducting an agency commission 
of around $696,900, the net amount re- 
ceived was more than $3.9 million. The 
cost to the Tv-Radio Workshop was 
estimated at $4.7 million, leaving a dif- 
ference for the three-year span of only 
$730,000 for an admittedly experi- 
mental 90-minute program. 

This year with a talent and produc- 
tion budget of $79,000 each week, the 
individual program costs to each adver- 
tiser are around $19,800. Time costs 
are about $25,000 a week and cable 
charges about $450. With frequency 
discounts the 26-time contract for both 
time and talent is figured at $42,965.23 
per week. 


Experimental TV 


Much has been written about the 
hundreds of experimental programs 
which have been tried on Omnibus. 
The success of the vast majority of 
these experiments has led to further 
developments each year. Last year, for 
the first time, a number of the features 
were of such interest that they were 
developed in serial form. Their pop- 
ularity had led to plans for more this 
season. 

Omnibus has continually analyzed its 
audience to determine which programs 
are most popular and deserve further 
development. 

On the last program of the 1954-55 
season Alastair Cooke asked viewers 
to “tell us what you like and what you 
don’t like.” Their 1,586 replies have 
been analyzed from every angle. Every 
state except Nebraska and North 
Dakota was represented. 

From a distribution standpoint, 
these letters showed a 34.1-per-cent re- 
ply from the New England-middle At- 
lantic states, 25.6 per cent from the 
north central and mountain states, 16.9 
per cent from the southern states and 











21.4 per cent from the Pacific states. 
This was an increase in far western 
audience over surveys made in earlier 
years. In fact, the largest percentage of 
replies, as compared with population, 
came from the Pacific area. 

The largest number of letters, 48 
per cent, were from individual women. 
Nearly 27 per cent were from individ- 
ual men, and 11 per cent from husband 
and wife. Content of the letters indi- 
cated that nearly 50 per cent of those 


programs. 

Individual programs were selected 
for praise in a great number of letters. 
Plays best liked were the classics like 
The Iliad, Antigone, Uncle 
Cabin and Shakespeare. In music Bern- 
stein received the greatest commenda- 


Tom’s 


tion. In the history-biography division 
the Adams Family series accounted for 
most of the favorable mention; in fact, 
it received more approval than any 
other item in the 1954-55 series. 





Suggestions for future programs in- 
cluded requests for more music, drama, 
biography and travel, among many 
others. 

Some of the most interesting com- 
ments in these letters were on the com- 
mercials. These came from 7.4 per cent 
of those writing. By far the greatest 
number of these comments were in 
terms of gratitude for the program. A 
relatively 

(Continued on Page 80) 


large number commented, 





writing watched Omnibus customarily 
in a family group, confirming previous ‘ 
research which indicated that the aver- Columbus returns 


age set tuned to Omnibus is watched es .} _ ; : 
. When the SS Cristoforo Colombo, newest luxury ship of the Italian Line, 


docks in New York’s North River early this month, it will be, in several 
ways, the return of Columbus, himself, to America. 


by 2.7 viewers. 

The overall reaction of those writing 
to the program was extremely favor- 
able. In fact, there were only five (0.3 
per cent) who wrote that they disliked 
the program. Some 45 per cent named 
the program as “their favorite,” and 21] 


The liner will be carrying a 20-foot statue of the great explorer and 
navigator as a gift from the people of Genoa, Italy, to the people of 
Columbus, Ohio. It will be accompanied by the deputy mayor of Genoa 
and will be unveiled in Columbus by Vice President Richard M. Nixon, 
per cent said that they never, or rarely, appropriately, on Columbus Day. ; 

; Many citizens of central Ohio have already seen the story behind the 


missed watching it. y 2 
statue, thanks to extraordinary efforts by wens-tv Columbus. Program 


As to specific likes and dislikes, 26.4 
per cent expressed a liking for drama; 
18.8 per cent, for music; 18.2 per cent, 
history and biography; 6.7 per cent, 
cent, dance- 
ballet; 4.5 per cent, science; 3.8 per 


documentary; 5.1 per 


cent, occupations; 2.4 per cent, art and 
architecture, and 2.2 per cent, inter- 
views and miscellaneous. Dislikes, when 
expressed, were small in comparison. 
The largest percentage, 4.2, expressed 
displeasure with music programs and 
the next largest, 3 per cent, for drama 





wBns-Tv Columbus’ McDougle, Haldi and Long with Colombo’s Capt. Rando 


manager Jerome R. Reeves explains that his staff has spent some 12,000 
man hours in the past year on the project: sending three men 10,000 
miles to film the statue’s story in Italy. “Although the station obviously 
does not always travel this distance to cover a local news event, he noted, 
sending a reporting trio to Italy is indicative of WBNS-Tv’s news efforts. 

The story was covered by Chet Long, wBNs-Tv newscaster, Darrel Mc- 
Dougle, film director, and John Haldi, production director. And when 
they returned in mid-September, they brought with them a 30-inch sculptor’s 
model, the one from which Edoardo Alfieri executed the finished work. In 
addition, the telecasters delivered to their home city a gift from the Instituo 
Colombiano in Genoa, a specially bound volume that authenticates Colum- 


uct 


bus’ Italian origin and the start of his New World voyage from Genoa. 
Noting that the Ohio city is the largest in America perpetuating the 


channel 


discoverer’s name, Mr. Long said, “The people of Columbus have been 
Serving prosperous eastern N. C. 


waiting for a statue of Columbus for many years.” Already, WBNS-TV has 
been “swamped” with letters from viewers anxious to see the filmed story 
again, as well as from other stations that want to borrow the footage. 

And as a final parallel in the return of Columbus to a newer world, it 


should be noted wBNs-Tv is an affiliate of Columbia Broadcasting System. 
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Omnibus (Cont'd from page 79) 


however, that the commercials are in- 
teresting, dignified and of fine quality. 
Another portion of the letters, some 
15.9 per cent, commented on Alistair 
Cooke, the host of the program. A large 
number of these writers felt that Cooke 
is tops as an emcee, a perfect host, 
charming and delightful. 

In analyzing these comments, the 
Omnibus staff takes into consideration 
the fact that the letters were written 
almost entirely by enthusiastic ad- 
mirers of the program. However, they 
realize that the suggestions made are 
honest and intended to be constructive 
and are worthy of consideration. 

These suggestions have been taken 
into consideration in preparing ma- 
terial for the 1955-56 series. The inter- 
est in the many programs delving into 
the origin of things has led to plans for 
a new series dealing with current sub- 
jects in foreign lands. Omnibus will 
travel about widely in the world of 
today, a field of entertainment on which 
it has dwelt only briefly in the past. 

While the producers of Omnibus dis- 
card more ideas than they finally pro- 
duce, some of the features currently 
being planned for the 1955-56 season 
include a musical comedy based on the 
famous children’s story, Hans Brinker 
or the Silver Skates. A program is 
planned on the Renaissance to be called 
The Birth of Modern Times, which 
is being written by Life’s Robert 
Coughlan. Alec Guinness will star in 
a comedy never seen in the United 
States. The Battle of Gettysburg, an 
historical drama by Bruce Catten, will 
be a feature. 


One of the major projects will be 
an Omnibus World’s Fair which will 
include three programs covering every 
subject from scientific research to 
popular entertainment. Eartha Kitt will 
make her debut as an actress during the 
season, and James Thurber will remin- 
isce about his boyhood. 

Altogether, the Omnibus fourth year 
promises to be a bright one. With a 
bigger-than-ever audience in prospect 
it seems certain that television’s noble 
experiment in finer programming is be- 
gining its best year from an artistic 
point of view. And, judging from the 
record, it may very well be the most 
successful financially as well. 
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In Los Angeles... 


TV FANS ARE 
MOVIE FANS 


Specifically... 


KHJ-LV 
MOVIE FANS 


A special American Research Bureau 
23.8% survey (Mar. '55) revealed...77.7% of 
=e: all Los Angeles TV set owners watch movies 
on television. These people were asked, 
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STOP PRESS NEWS: Los Angeles, California. A special coincidental ARB survey, covering the first week of 
ADVENTURE MOVIE THEATRE, conducted during the hottest weather in the history of Los Angeles, proved 
once again that Los Angeles movie fans are KHJ-TV movie fans. During the week-long heat wave, with 
temperatures well over the 100 degree mark, fans still stayed indoors to watch KHJ-TV to give ADVENTURE 
MOVIE THEATRE a sensational 34.9 rating, representing over 1,745,000 viewers in America’s hottest TV 
market... ! 


Check your KHJ-TV salesman or H-R Television Representatives, Inc., for 
details on participating sp hip ilable on KHJ-TV’s ADVENTURE 
MOVIE THEATRE. 
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34.9 RATING IN Ist WEEK... ! 








New, hour-length feature movies 
starring 








ROY 
ROGERS 


GENE 
AUTRY 


Just like your neighborhood theatre 
Same outstanding film six straight days 


MONDAY 
through 
SATURDAY 
7:00 to 8:00 PM 


Early enough for the kids—tLate enough for 
Mother and Dad. Integrated participating spon- 
sorships available. . . . Project your long range 
campaign for the next 52 weeks. 








Cleaners (Cont'd from page 45) 


considered the worst period for laundry 
sales its results are already noticeable. 
At a meeting in August laundrymen 
reported sales were up more than 7 per 
cent over the same period in 1954. 
Every laundry member reported “no 
summer slump” this year. 

Mr. Harold C. Buckelew, executive 
secretary of the New Jersey Laundry 
and Cleaning Institute serves also as 
president of the Professional Laundry 
Foundation. J. Leonard Schorr is ac- 
count executive for the agency. 

Members of the association have 
been furnished with tie-in poster ma- 
terial for local promotion. The plants 
represented are of all sizes, but all are 
within a fifty-mile radius of New York 
City and Philadelphia. They serve a 
population of around 25 million people. 

Inquiries about the campaign have 
come from associations and individual 
plant owners in all parts of the nation. 
Tentative plans have been made by 
several of these groups to consider sim- 
ilar campaigns. 

The Tidewater Professional Laundry 
Foundation in the Norfolk area is 
working with Feigenbaum & Wermen 
on a Betty Best campaign to be used on 
wtar-Tv Norfolk. The Baltimore-Wash- 
ington Professional Launderers Foun- 
dation will put Betty Best on Washing- 
ton and Baltimore stations. Plans for 
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This is Betty Best, one of the two expert home makers and dieticians, who present 
the Professional Laundry Foundation’s promotion campaign on wRca-TvV New 
York and wcau-tv Philadelphia. Nearly 150 laundries belong to the foundation. 


these campaigns are proceeding fast. 

The Connecticut Professional Laun- 
dry Association is considering a similar 
campaign over WNAC-TV New Haven. 

Meanwhile, the Television Bureau of 
Advertising has been active in promot- 
ing the possibilities of television among 
laundry and dry cleaning groups. Ray- 
mond E. Nelson, director of national 
spot sales for the bureau, spoke before 
the National Institute of Dry Cleaning. 
March 3, in Chicago and again before 
the Illinois Laundry Association, May 
5, in Joliet, urging laundries and dry 
cleaners to get together and promote 
their business on television on a re- 
gional or national basis. 


Success With TV 


One of the most successful records 
of growth among laundry and dry 
cleaning firms is that of Gross Broth- 
ers -Kronicks, Minneapolis-St. Paul. 
The concern has grown with television 
until in four years time, it has ex- 
panded to cover the area served by 
wcco-Tv Minneapolis, doubled its busi- 
ness and increased the number of its 
employees from 500 to 900. 

I. D. Fink, president, says: “A spur- 
of-the-moment decision put us in tele- 
vision, sponsoring feature films on ty 
just four years ago — and neither my 
associates nor | will regret it. 

“Since turning to tv,” continues Mr. 

(Continued on page 82) 





October 1955, Television Age 








Cleaners (Cont'd from page 81) 


Fink, “we actually have doubled our 
business, expanded our area of service 
and enlarged our physical facilities to 
handle the extra work. We grew from 
one of the major dry cleaning and 
laundry firms in the Twin Cities to one 
of the largest of our kind in the nation.” 

Just before going into tv, Gross 
Brothers-Kronicks was using a series 
of full-page newspaper ads. During 
this campaign Robert Miller of Man- 
son-Gold-Miller Advertising, Minne- 
apolis, agency for the firm, came to 
Mr. Fink with stories of the “fantastic” 
results being obtained with television. 
While the cleaning executive insisted 
he was not impressed he decided to 
investigate and asked the two stations, 
then serving the area, to come in and 
tell their stories. Before they had fin- 
ished Gross Brothers-Kronicks had 
signed up for two feature movies a 
week on WCCO-TV. 

The agency and Mr. Fink agreed 
that in order to match network pro- 
gram competition they would need 
“gimmicks” of some sort. “First thing 
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According to Sales Manage- 
ment’s Survey of Buying Power 
(May 10, 1955) the Quad-Cities 





now have 250,200 people with 
an Effective Buying Income of 
$5843 per family or $1794 per 
capita. Cover this geod 450 mil- 
lion dollar market with WHBF 
radio or TV—the Quad-Cities’ 
favorites. 
CBS FOR THE 











TELCO BUILDING, ROCK ISLAND, ILLINOIS 


Represented by Avery-Knode 
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Miss Mary Snow Ethridge, whose pro- 
gram Small Talk on wuas-tv Louis- 
ville has been used by Spalding’s 
Laundry-Dry Cleaning Co. for the last 
three years to promote its services. 


we did.” Mr. Fink says, “was to 
change the firm name to G&K for a 
television slogan ‘Let G&K save the 
day.’ A series of ‘corny’ movie car- 
toons was developed around this slo- 
gan, and we were in business on tele- 
vision. Almost immediately our slogan 
became a byword everywhere — on the 
golf links, in clubs, at parties, in con- 
versation .. . but no money was coming 
into the till. We changed the commer- 
cials to live spots with an announcer 
offering specials on blanket cleaning. 
The next day a few phone calls broke 





Perfect 


The Market 
The Power 
The Set-count 
The Facilities 
The Know-how 
for efficient 
sales in 
tobaccoland 


WAT pemary CBS AFF. 


Greenville, N. C. 
316,000 watts full time 


A. Hartwell Campbell, Gen. Mgr. 
John E. Pearson Co., Inc., Natl Rep. 






the ice, but not anywhere near enough 
to pay the station’s time bill.” 

The agency man and the company 
executive huddled again. 

“If, instead of dealing with a cold, 
impersonal company,” Mr. Miller rea- 
soned, “the customer could be dealing 
with an individual, the problem is 
licked.” 

“So what’s the answer?” Mr. Fink 
asked. 

“You go on television and do the 
commercials,” Miller replied. 

Mr. Fink was not easy to persuade. 
He was a rank amateur as a television 
announcer. Finally, he agreed, how- 
ever. That started the revolution. 

“Within a matter of weeks,” Mr. 
Fink recalls, “we had movies on the 
air every day and I was there with the 
commercials. For a while we were 
spending everything we earned on tv. 
Our business zoomed to dizzy heights. 
Yet during the first two years I never 
quoted a price. 


Kept Enlarging Plant 


“For 18 months we struggled with 
the job of enlarging our physical plant 
to handle the huge volume of business. 
Several trade names on other plants, 
which we owned, were dropped and 
everything became G&K. We bought 
out three competitors and made their 
plants departments in our set-up. 

“Then, as television grew and its 
rates kept pace,” Mr. Fink continued, 
“we began to realize that we might be 
priced right out of the market. The 
answer was for us to follow television 
and expand our territory to keep pace 
with the constantly increasing listen- 
ing area of the station. Originally, we 
served only Minneapolis and St. Paul. 
Today we have outlets in a radius of 
50 miles in each direction from the 
Twin Cities, serving upwards of 50 
communities, with all work and routes 
originating and terminating in the 
Twin Cities. The rush of business 
caused us to install 24-hour, round- 
the-clock telephone service to provide 
maximum availability to our cus- 
tomers.” 

Currently G&K is sponsoring Master- 
piece Theater, which is made up of 
General Teleradio’s “30 Ty Feature 
Film” unit. wecco-Tv reports the rat- 
ing is consistently between 18 and 26 

(Continued on page 90) 
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WoOODiano-TV is big territor 





Everybody loves a pickle . . . and there's a variety to please every 
palate among the famous Heinz ‘'57"’ . . . gherkins — chips — 
relishes — dills — sweet mixed. 


Heinz, one of the world’s largest pickle processors 
adds impetus to the growth of WOODland, U.S. A. 


A year’s consumption of pickles would encircle the equator ten times . . . and 
65% of the pickles processed by world-famous Heinz begin their earth-spanning 
journey at the company’s Holland, Michigan plant . . . the world’s largest pickle 
factory, a part of the thriving WOODland production area. 


Heinz has many world leaders as neighbors in this rich market area —-in the 
primary trading center of Grand Rapids; in Muskegon, Battle Creek, Lansing 
and Kalamazoo. And the entire market is yours with WOOD-TV — which has 
the 20th highest set count in the country. For top sales results, schedule WOOD- 
TV, Grand Rapids’ only television station! 


_— 


4X 
pee wooD LAND CENTER 
GRAND RAPIDS, MICHIGAN 


GRANDWOOD BROADCASTING COMPANY ® 
WFBM-AM AND TV, INDIANAPOLIS, 





NBC, BASIC; ABC, SUPPLEMENTARY ® ASSOCIATED WITH 
IND.; WFDF, FLINT, MICH.; WTCN-AM AND TV, MINNEAPOLIS, MINN., 
WOOD-AM, WOOD-TV, REPRESENTED BY KATZ AGENCY 
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Washington Memo 


ADVERTISING POLICEMAN. In a 


space little larger than 15’ x 70’ there 
is a government unit in Washington 
- which, for size of-staff and expense of 
operation, exercises perhaps the most 
important Federal function in behalf 
of the American television audience. 
Yet, it’s doubtful if the average viewer 
ever heard of it. 

Located on the sixth floor of a build- 
ing on Pennsylvania avenue, the unit 
is known as the Advertising Survey of 
the Federal Trade Commission. It was 
formerly called the Radio and Periodi- 
cal Division. Its job is to protect the 
public from false and misleading ad- 
vertising over interstate media, inso- 
far as the law requires. 

Four times a year, every tv operator 
sends to the Advertising Survey the 
commercial continuity broadcast of a 
specified day. Through use of a stag- 
gered system of scheduling, about 600 
tv commercials are reviewed every 
work day. The examinations are con- 
ducted by four lawyers who also 
examine ad copy submitted by radio 
stations, newspapers and magazines. 

Except for periodical notices as to 
what day’s continuities are to be sent, 
station operators seldom hear from 
FTC. If advertising copy is held in 
violation of the law, Commission ac- 
tion is taken against the sponsor. It 
is to the broadcaster’s best interest — 
for reasons which will be touched on 
later — to keep his copy legal. 

The Commission has two approaches 
to effect compliance with the laws gov- 
erning false advertising. The first is 
through issuance of cease and desist 
orders which direct advertisers to stop 
their misrepresentations. If the adver- 
tiser denies the charges set forth in a 
complaint, the case is assigned to an 
examiner, hearings held, evidence 
taken and an initial decision issued 
by the Commission, which is subject 
to oral arguments before the full com- 
mission. After a cease and desist order 
is issued, the Commission will insti- 
tute court action, if necessary, to ob- 
tain compliance. - 


VOLUNTARY COMPLIANCE. The 
second approach is through coopera- 





nd Foy 

tive means. ‘This involves an informal 
procedure by which an advertiser 
agrees to a stipulation with the Com- 
mission to make necessary changes in 
his advertising. It is a purely volun- 
tary arrangement which requires no 
enforcement. 

The cooperative approach is also 
used when the advertiser is a member 
of an industry which has formulated 
FTC trade practice conference rules 
defining unfair competitive practices. 
Usually, notice of violation of such 
rules will result in compliance. But if 
the advertiser refuses to, or is unwill- 
ing to, comply, the Commission can 
take corrective action. 

How is a typical case handled? Let 
us suppose an advertiser makes certain 
claims regarding the curative powers 
of a medicinal product. The Adver- 
tising Survey staff examines the con- 
tinuity, finds it patently false. Efforts 
at stipulation fail. A cease and desist 
order is issued. The advertiser con- 
tinues to broadcast his claims. The 
violation is referred to the FTC Divi- 
sion of Compliance. The division in- 
stitutes court action. 

A substantial part of the FTC ac- 
tions against advertisers are based on 
the examination of continuities by the 
Advertising Survey. But actions are 
also instituted as a result of complaints 
by an advertiser’s competitors, by con- 
sumers, Better Business Bureaus, 
Chambers of Commerce and the like. 
If the sample commercials examined 
do not reveal violations charged in 
these complaints, the Commission will 
intensify its investigations through its 
field offices and, if necessary, put sta- 
tions on notice to supply additional 
scripts. 


ONLY 15 MONTHS OLD. The Ad- 
vertising Survey was established about 
15° months ago for the purpose of 
ascertaining whether or not advertisers 
are complying with existing cease and 
desist orders, stipulations or trade 
practice conference rules. It took over 
many of the functions of'the old Radio 
and Periodical Divisiori which operates 


(Continued on page 88) 
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Wash. Memo (Coned from 87) 


examined many publications not now 
reviewed. The old R and P Division 
had an administrative staff of about 30 
and a budget of some $200,000 a year. 
The new setup, comprised only of the 
four lawyers referred to, operates on 
less than $50,000 annually. 

Unlike its predecessor unit, which 
instituted and investigated cases in ad- 
dition to reviewing continuities, the 
Advertising Survey is essentially a rout- 
ing operation. Its lawyers, all career 
men, are qualified to determine from 
their examinations whether laws are 
violated. No further examinations are 
required. The cases they select go di- 
rectly to the appropriate FTC divisions 
for action. 

Attorney in Charge of the Advertis- 
ing Survey is Winfield Wagner, a vet- 
eran of 21 years with FTC, including 
15 years in the New York field office. A 
native of Philadelphia, he practiced 
law for 2 years in Tacoma, Wash., after 
his graduation from the George Wash- 
ington Univ. law school in Washington, 
D.C. 

Assisting Mr. Wagner are Leo J. 
Kriz, a former all-American football 
player with the University of Iowa who 
has been with FTC for 10 years; Jacob 
H. Doxtater, a 15-year veteran with 
FTC who has been in goverment service 
for 40 years, and Robert K. Peterson, 
a veteran of 30 years with FTC. 


TELEVISION, SPECIFICALLY. Mr. 
Wagner, asked for his observations of 
television advertising on the basis of 
his 15 months experience in heading 
up the Advertising Survey, said, “In 
the main, it’s good.” He then elabor- 
ated. 

“In the first place,” he explained, 
“the cost of advertising on a tv network 
is so high that only the most reputable 
and responsible companies can afford 
to use the medium. Besides, their com- 
mitments for advertising are so great 
that they are anxious to avoid FTC 
action. Any change required in their 
advertising would entail a financial 
loss and possible loss of audience con- 
fidence. 

“In addition, the larger advertisers 
have built their companies on strict 
adherence to the law, and they are 
careful in their advertising claims. 
They have to protect the integrity of 





their products.” 

What about. advertising violations 
on tv as compared to other media? 
Despite the growth of television, Mr. 
Wagner explained, the medium pro- 
vides only a minor part of the viola- 
tions discovered by the review opera- 
tions of the survey. 

This is so, he pointed out, because 
the “prestige” products concentrate on 
television. And the cost of the medium, 
he went on, precludes its use by would- 
be advertisers of unestablished prod- 
ucts and by appeals to types of audi- 
ences which might be susceptible to 
false claims. Incidentally, he added, 
cooperation with FTC in correcting 
false or misleading advertising will pay 
off in building prestige for an adver- 
tiser’s product. 

Asked about “bait and switch” ad- 
vertising on tv, Mr. Wagner said this 
is an area in which FTC’s jurisdiction 
is somewhat limited as it is often con- 
fined to local huckstering. It seems that 
the act creating FTC stipulates that 
interstate commerce must be involved 
before the Commission can act against 
unfair methods of competition. It is 
therefore necessary that a product sold 
through “bait and switch” must move 
across state lines before FTC can take 
corrective action. Such movement fre- 
quently occurs from cities like New 
York, Chicago, Philadelphia, Kansas 
City and Washington, D. C., and the 
Commission may prosecute or seek 
voluntary compliance once it has es- 
tablished the interstate character of the 
goods sold through false or misleading 
advertising. However, in many cities 
far from state lines it would be difficult 
to prove an interstate movement. 


CONSTANT WATCH IMPORTANT. 
Mr. Wagner had a final word for tele- 
vision broadcasters. “It is highly 
important,” he said, “for the industry 
as a whole to be alert in spotting false 
and misleading advertising. Certainly, 
it is to the advantage of a station or 
network to retain the advertising ac- 
count and to assist the client in dis- 
seminating advertising claims that will 
not be objected by the FTC.” 

As a parting shot, he suggested that 
telecasters comply with the NARTB 
code. “I feel,” he said, “that compli- 
ance with the NARTB code by the 
industry will help the FTC in promot- 
ing truth in advertising.” 
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Television has 
come a long way 


since then... 


but the principle of 
specialized representa- 
tion by a company 
exclusively devoted 

to television is 

— as sound today as 


it was then. 


Harrington, Righter 
and Parsons, Inc. 


national 


representatives for 


WROW-TV Albany 
WAAM Baltimore 
WBEN-TV ‘Buffalo 
W4JRT Flint 
WFMY-TV Greensboro 
WTPA Harrisburg 
WDAF-TV Kansas City 
WHAS-TV ___ Louisville 
WITMJ-TV Milwaukee 
WMTW Mt. Washington 
WSYR-TV Syracuse 
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Does Television Deserve 
Stepchild Representation? 





This is addressed to those people who have had the courage to invest millions of 
dollars in this new medium of television. You’ve invested money in towers, sites 
and technical equipment, you’ve planned the programming, set up technical 
staffs that had to be schooled, you’ve organized your business and local sales 
structures and you took for granted that your sales representation was as 
soundly planned as all your other planning. 


Television is different 


No one has to tell you that this “newest 
medium” is different. It is no stepchild of 
radio by a long shot. It is unto itself. It is 
the most powerful medium yet developed. 
You appreciate this, or you would not have 
put the huge sums into it you have. Let’s 
not kid ourselves. Television is competitive 
to all media—magazines, newspapers, sup- 
plements, outdoor, radio, network and spot. 
The public knows it’s competitive. You know 
it from your own experience with your own 
set at home. No one yet has figured a way 
to read a magazine and look at a television 
set at the same time. 


Television has arrived 


Agencies are showing their clients how tele- 
vision right now is an economical advertis- 
ing buy on a dollar basis. Advertisers are 
not only anxious but well aware they must 
get into television to protect their trade 
positions. But whom can their agencies 
turn to for full-time advice, full-time serv- 
ice and information? 


National advertisers and their agencies 
have always been well informed on_media, 
but have little or no information on televi- 
sion stations and have a hard time getting 
it. In many cases they have had to go direct 
to you for it. 


Ask yourself these questions: 

* Does your representative have the same 
faith and confidence in the television me- 
dium you have? 


* Is your representative making any in- 
vestment such as you have in the future of 
television? 

* Is your representative providing the tele- 
vision manpower necessary? 


* Is your representative giving you the 
adequate sales effort you need? 


* How well has your representative fami- 
liarized himself with your local_ television 
operation? 

The answers to these questions are.all too 
clear. More than a few representatives have 
actually stated that they wished television 
had never happened and would give plenty to 
get the guy who invented it. Your represen- 
tative today is taking the easy way out—is 
doing as little for you as fits his pocketbook. 
And, this is all too understandable. 


They have done well with AM. They have 
worked hard and long and built up a pros- 
perous organization. You can’t blame them 
for not wanting to start all over again. After 
all, life’s too short. They’ve made their 
money. Television today is only a headache 
and an expense to them. 





Harrington, Righter & Parsons, Inc. 


THE FIRST INDEPENDENT TELEVISION STATION 


REPRESENTATIVE 


Furthermore, let’s face the facts about 
what REALLY happens when a radio repre- 
sentative sets up a TV Department within 
his own organization. Both cannot get the 
services of the best people—the full-time 
wholehearted application that’s required to 
do a real job. From the management level 
right down the line AM or TV or both must 
suffer. 


How do you come out? 


You have a big investment in TV. You expect 
TV to develop into the greatest advertising 
medium ever, but you need help. You need 
sales help that means the kind of manpower 
that can give you intelligent service in the 
national field full time. Your story must be 
told to advertisers and their agencies with 
aggressiveness, experience, ability and a 
singleness of purpose. You need a specialized 
organization to help solve the complex prob- 
lems arising in television—problems that 
have never arisen before in advertising. You 
need the undivided attention of a company 
for the efficient development of new accounts 
that find television a natural but who have 
found other consumer media difficult to use. 
You need an organization whose conscience 
is clear on television, one that is not torn 
between the other older media and the new. 


Now’s the time 


Why wait? You can get what you need now. 
Ours is an organization with the know-how 
to provide effective and active service. It’s a 
young company looking to the future with 
conviction and confidence in television. Our 
revenue and business future depend solely on 
television. 


HARRINGTON, RIGHTER & PARSONS is not 
complicated with radio and/or newspaper 
problems which thwart your television prog- 
ress in the national field. Further, we have 
the stability and interest to do the sound sell- 
ing job you need in television. 
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WSBT; 


ARE YOU 
IN THIS 
PICTURE? 


WwW Ss BT-TV SOUTH BEND, IND. 


BETTER TAKE A CLOSE LOOK AT THIS PICTURE. WE THINK 
YOU OUGHT TO BE IN IT AND HERE’S WHY... 


WSBT-TV DOMINATES THE 
SOUTH BEND MARKET 


No other station, UHF or VHF, whose signal reaches the South Bend 
Market, even comes close to WSBT-TV in share-of-audience. South 
Bend is a fringe area for Chicago and Kalamazoo TV stations. To 
illustrate: After WSBT-TV began carrying the Ed Sullivan Show, this 
program’s South Bend audience increased over 300%! Further proof: 
When WSBT-TV went on the air, set ownership in South Bend jumped 
from 29% to 80%! (Hooper, Nov., 1954). 


WSBT-TV VIEWERS COMPRISE ONE OF 

AMERICA'S RICHEST MARKETS 

South Bend’s Metropolitan Area is the Nation’s Sth richest in family 
income. The South Bend-Mishawaka City Corporate Area is Indiana's 
2nd largest in income and sales! 


WSBT-TV GIVES YOU A BIG, PROSPEROUS 
14-COUNTY COVERAGE AREA 
Population of the station’s coverage area is 814,600 or 248,900 
* homes. Effective Buying Income . . . $1,342,802,000. An exceedingly 
important market! 


WSBT-TV REACHES 181,953 
UHF EQUIPPED SETS 


95% ofthe TV homes in the area are UHF-equipped to receive WSBT-TV. 


SOUTH 
BEND, 
IND. 


om - 


CHANNEL 34 ee 





A CBS BASIC OPTIONAL STATION: °° 
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Cleaners (Cont'd from page 82) 


for each of seven 15-minute periods 
tested. 

As a result of his tv appearances 

Mr. Fink has become something of a 
local celebrity. “It started when I first 
became aware that passersby were rec- 
ognizing me on the street,” Mr. Fink 
says. “It’s been a lot of work, but even 
more fun these last four years. Two 
of my associates in the company have 
taken over for me on several occasions, 
but they keep throwing the thing back 
at me every time — and, frankly, I’m 
happy to have it. It’s opened a new 
vista not only for G&K, but for me, 
too.” 
. Another laundry and dry cleaner 
with a different, but successful, tele- 
vision format. is Spalding’s Laundry- 
Dry Cleaning Co., Louisville, Ky. For 
three years the firm has been using 
the WHAS-TV interview program Small 
Talk (6-6:15 p.m., daily). 

Spalding’s is a well-established firm 
with a fleet of 62 delivery vehicles 
which operate within a 50-mile radius 
of Louisville. 


Interview Program 


Small Talk features Mary Snow 
Ethridge, a local personality, who in- 
terviews people of national or local 
interest in every conceivable field. 
Guests have included foreign ambas- 
sadors, Mr. America, 
bridge experts, authors and even prize 
bulls and dogs. 

Spalding’s advertising on the pro- 
gram features the “Stuff-It” bag which 
gives the customer towels and wearing 
apparel fluff dried, and flat work fin- 
ished at $1.98 for half a bag and $3.54 
for a full bag. Other services are also 
emphasized. After having started with 
two announcements per week in April, 
1952, the laundry-dry cleaner quickly 


movie stars, 


- increased the number to three. At first 


these announcements were dropped 
during the hot summer months, but 
since 1953 the firm has maintained a 
regular schedule of three weekly an- 
nouncements. 

“We have been very well satisfied 
with the program,” says Peter Spald- 
ing Jr., vice president. “Miss Mary 
Snow Ethridge. is an interesting, chatty 
woman- whe-has-programs that partic- 
ularly appeal to women. Women are, 




















ef course, the main market for our 
products. We certainly plan on using 
television for many years to come.” 

Joseph Caruso Agency, Chicago, 
specialists in laundry and dry cleaning 
advertising, handles the account. 

Big firms are by no means the only 
dry cleaners and launderers who have 
found television basic in their adver- 
tising plans. 

Peerless Cleaners of Lubbock, Texas, 
a neighborhood cleaning establish- 
ment, has been using television suc- 
cessfully since 1953. Contrary to the 
belief of some of the smaller dry 
cleaners Mr. and Mrs. Seth Bertram, 
who operate the firm, have found that 
a relatively small investment in tele- 
vision pays off both in new business 
and in prestige. The advertiser has 
used spot announcements in _ both 
morning and evening time on KDUB-TV 
Lubbock. Their entire advertising 
budget, which runs between $1,500 and 
$2,000 annually, is devoted to tv. 


Syndicated Show 


In Baton Rouge, La., Kean’s Laun- 
dry and Dry Cleaning has sponsored a 
half-hour syndicated show on WFAB-TV 
Baton Rouge since April, 1953, when 
the station went on the air. Frank 
Kean, managing partner, in a talk to 
the National Institute of Drycleaning 
at its 1955 convention expressed his 
views: “In summarizing our thoughts 
on television, we believe it to be the 
most powerful advertising medium; 
that the cost is not prohibitive to clean- 
ers in some areas, and that the results 
can justify the costs in most cases.” 
Mr. Kean has just signed another 
year’s contract with WAFB-TV as co- 
sponsor of the MCA-TV package: Dr. 
Hudson’s Secret Journal. 

Another firm with a successful ex- 
perience in television is the Pilgrim 
Laundry and Dry Cleaning Co., Hunt- 
ington, W. Va. C. L. Elkins is presi- 
dent and W. L. Cargal, manager. 
Spending about 5 per cent of gross for 
advertising the company has used ra- 
dio, newspapers, direct mail and 
bundle inserts but started television on 
wsaz-Tv Huntington about a year ago. 
About 1.5 per cent of its gross goes 
into once-a-week, live, 20-second an- 
nouncements on the station. The 
“quite favorable” impression created 
by tv advertising has led the firm to 


consider increasing its appropriation 
and using its own program on the 
station. 

A Zanesville, Ohio, cleaner, How- 
ard’s, has co-sponsored Mainline 
Theatre for the past year on WHIZ-TV 
Zanesville. Maurice J. Miller of How- 
ard’s says, “It was with considerable 
reluctance that we purchased television 
time to begin with, but after using it 
consistently we can honestly say that 
it has produced results beyond our 
expectations.” 

“Since we began using television,” 


he continues, “we have noticed a very 
great increase in the number of new 
faces coming into our two locations 
and have been extremely well pleased 
with the number of new customers call- 
ing for our service by telephone — 
we will be regular customers for a long 
time to come.” 

One of the Horatio Alger stories of 
the use of television by a cleaning com- 
pany is that of The 
Laundry, Minneapolis. 
wcco-Tv Minneapolis 

(Continued on page 92) 
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NOW... 
JOE FLOYD IS 
TWICE AS BIG! 


ZI 








7 8% of the TOTAL 
© So. DAKOTA MARKET 
western MINNESOTA and 
northwestern IOWA! 

“On the Spot” coverage . . . 
“Spot” Ad-Dollar Value . . . 
PUT US ‘ON THE SPOT’ NOW 
FOR TV SALES POWER! 


JOE FLOYD, President 


NBC — tv Primary 
REPRESENTED BY H-R TELEVISION 
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Dr. Reuben K. Youngdahl (1), Minneapolis minister who presents Pathways to 


Peace on wcco-TVv, with Fred T. Christensen, president and owner of the American 
Rug Laundry of Minneapolis, sponsor of the program. 


Cleaners (Cont'd from page 91) 


agement have turned a business which 
had been operating in the red for years 
into a profitable enterprise. 

After four years of losing money, 
the rug laundry was ready to close 
down late in 1953 when Fred T. Christ- 
ensen, a Danish immigrant and suc- 
cessful, retired business man who was 
at one time an employee of the laun- 
dry, was persuaded to buy it. Mr. 
Christensen said that the plant was 
“30 years behind the times” when he 
took it over in December, 1953. He 
immediately set to work on four major 
projects to bring it back to life: Throw 
out the worn-out equipment. Replace 
it with the most modern and efficient 
machinery available. Improve customer 
relations. Advertise on television. 

The company first used spot an- 
nouncements on WCCO-TV three times 
a week during daytime hours. In two 
months business had increased to such 
an extent that Mr. Christensen added 
a once-a-week 30-minute dramatic pro- 
gram. Business continued to improve. 

About this time wcco-Tv secured an 
option on the Guild Films syndicated 
program, Liberace, and offered it to 
Christensen. He was reluctant. He 
didn’t like Liberace. But finally a 
check of interest in the program among 
Mr. Christensen’s friends persuaded 
him that it had great appeal, and the 
program was slotted at 7 p.m. Tuesdays. 

Mr. Christensen presents many of 


the commercial messages on the pro- 
gram himself, answering questions 
about the cleaning process. His com- 
plete knowledge of rug cleaning and 
his appealing Danish accent have added 
interest to these commercials. 

He reports that 75 per cent of the 
laundry’s customers today are from 
households which have never had rugs 
cleaned before, and the business is 
continuing to expand. Operations were 
up 90 per cent at the end of the first 
year. Instead of the loss of previous 
years, a profit of over $220,000 was 
reported in 1954. 

At the erid of the Liberace series the 
firm has purchased Pathways to Peace, 
a live inspirational program conducted 
by Dr. Reuben K. Youngdahl, pastor 
of the Mount Olivet Lutheran Church 
in Minneapolis. 

The Youngdahl program, Friday 
nights at 9:30, promises to be an ex- 
tension of the success the nationally- 
known minister has had with his Min- 
neapolis church. (It grew in 18 years 
from 300 members to more than 8,500, 
the country’s largest Lutheran church.) 

With success stories like these among 
their members it is not surprising that 
the laundry and dry cleaning industries 
are moving more and more toward 
television as the answer to their prob- 
lems. National tv promotion of their 
professional services seems just around 
the corner and local television sponsor- 
ship seems ready for development in 
nearly every market. 
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Wall Street Report 


Electronics Interest. Two compan- 
ies dominated the thoughts of Wall 
Street this past month, Westinghouse 
and Radio Corp. of America. The in- 
vestors’ approach to Westinghouse was 


bearish; to RCA, bullish. 


The fact that all is not well at West- 
inghouse seemed evident with the dis- 
closure that in the first half the com- 
pany’s earnings had toppled 35 per 
cent. A profit drop of that magnitude 
during a period of general prosperity 
is enough to cause raised eyebrows in 
financial circles and some selling of the 
stock unless some very obvious reasons 
are widely known. In this case they 
were not. There followed a reshuffling 
of executives, with Mark W. Cresap 
Jr. emerging as executive vice-presi- 
dent, and the dropping of fair trade on 
appliances. 

The difficulties confronting the com- 
pany reflected themselves in the mar- 
ket, and the stock which had been sell- 
ing for a high of $83.25, earlier in the 
year tumbled to $64.50, with signs 
that it would go lower before the situ- 
improved notably. Meanwhile, 
Westinghouse’s chief rival, General 
Electric, after a three-for-one stock 
split earlier this year, continues to sell 
around its high of $56.75. The price, 
as this article is being written, is 
$53.82. 

Just what has caused the trouble at 
Westinghouse is not specifically stated, 


tion 





although some of the main headaches 
have come to light. One was the cancel- 
lation of big contracts on jet engines. 
Another was a drop in orders for gen- 
erating equipment. 


Appliances Off. But the most im- 
portant, from the standpoint of prestige 
in the public mind, was the ground 
lost on appliances. Profits of the ap- 
pliance division in the first half of the 
current year were 36 per cent below 
the level forecast by the company’s 
planners. 

Westinghouse’s position in television, 
however, has been growing stronger in 
the last few years. Only last year it 
acquired the former Du Mont tv station 
in Pittsburgh for over $9 million. 

The management now admits that its 
promotion of appliances at the dealer 
level has been weak and needs strength- 
ening, and that’s what the company is 
out to do. But its initial steps are along 
the orthodox lines of cutting expenses 
to the bone, strengthening the sales 
force and attempting to tap new mar- 
kets. 

It remains a question, however, 
whether or not the company will be 
able to come anywhere near the $5.06- 
per-share earnings of last year. For the 
first half its earnings totaled $1.73 per 
share. At that earning rate and with a 
period of reconstruction and revamp- 
ing ahead, it may well be a full year 
before Westinghouse has turned itself 


around to head upward again. 

While Westinghouse is involved in 
its housecleaning, the Street analysts 
are probing far ahead to see what the 
outlook is five to ten years from now. 
There is a general attitude of “How 
long can this period of good business 
last?” which naturally prompts some 
long-range speculation. RCA, in partic- 
ular, has been subjected to intensive 
scrutiny in the last few weeks. Carl M. 
Loeb Rhoades & Co., along with Paine 
Webber, Jackson and Curtis, turned 
their eyes and pencils on RCA and 
came up with the following conclu- 
sions: 


Bright RCA Prospects. Both brok- 
erage firms predicted that by 1960 
RCA should be in a position to earn 
$100 million, equal to $7 per share on 
a sales volume that should be in the 
neighborhood of $1.7 billion. Last year 
RCA volume totaled $921 million, and 
this year it is expected to top $1 billion 
for the first time. 

It is not news to followers of the 
company that Gen. David Sarnoff talks 
in such terms to his friends and fellow- 
businessmen. He is confident on the 
outlook of his company and a sign of 
the confidence came last month when 
the company announced its intention 
of borrowing more money. RCA is 
considering issuance of $100-million, 
suborinated convertible debentures so 
that it can expand its electronics busi- 
ness in both civilian and military fields. 
Discussions are being held with Lazard 
Freres & Co. and Lehman Bros. 

This RCA move may have been a 
factor in convincing Philco Corp. that 
it, too, would have need for more 
money in the future. Philco borrowed 
$15 million from John Hancock Mutual 
Life Insurance Co. by selling 3.5-per- 
cent sinking fund notes. It also got the 
right to acquire an additional $10 mil- 
lion on similiar terms, if needed, until 
1957. 

Just what the future of these corpora- 
tions will be is a challenge to the in- 
vestors’ imagination, since it is obvious 
that, while they have become identifed 
in the public eye as tv companies, they 
are stepping into fields with dynamic 
growth patential. Both RCA and Phil- 
co — and other tv companies too — 
have their eyes on the tremendous field 
opening up in electronics of the air. 

(Continued on page 95) 
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How Service-Ads help agencies 
select TV markets and stations 

















The Service-Ads that hundreds of stations place in 
Standard Rate help advertisers and their agencies 
by giving them more of the kind of information 
they are looking for... when they want it. They are 
called Service-Ads because they offer service 
information in a service position. 


WISN-TV 

purposely positions 
its Service-Ad 

next to its 
listing for your 

convenience 
when using 

SRDS. 

an agency man says 


“We are continually adding new TV markets... what we 
keep watching for is favorable TV situations for a client 
in markets we think he might be interested in; improved set 
saturation ; suitable, well-rated programs on stations 
with good coverage, etc. ...” 


SROS 7 Standard Rate & Data Service, Inc. 


The National Authority Serving the Media-Buying Function 


@ @ Wea Riga / Walter E. Botthof, Publisher, 1740 Ridge Ave., Evanston, II. 





Sales Offices: New York, N. Y. * Evanston, Ill. * Los Angeles, Cal. 
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8 exclusive 
ways 
Service-Ads 
in SRDS 
can 

help you 


1. They provide useful infor- 
mation that expands the listed 
data; make it quickly avail- 
able to you in client meetings, 
or when you’re working late 
at the office or at home week- 
ends. 


2. They give you the gist of a 
market or medium story, help- 
ing you recall all the informa- 
tion you have absorbed from 
literature and from represen- 
tatives. 


8. They boil down facts to 
simple terms that you can ex- 
tract and include in your 
media proposals. 


4. They give you the story 
fast when you are entering a 
new market, or preparing a 
schedule for a new account. 


5. They give you a handy 
“file” of media information 
and protect you against the 
inadequacies of central filing 
systems that may be unable to 
supply what you want when 
you want it; or worse, may 
contain only out-of-date mate- 
rial. 


6. They give you information 
at the very time you seek it, 
and do not intrude or ask for 
attention at any other time. 


7. They give you quick access 
to additional information when 
a medium’s general promotion 
arouses your interest. 


8. They give you a “last 
chance” source from which 
you can get a final briefing on 
a medium’s story before you 
make your final decision. 









Wall St. (Cont'd from page 93) 


The manufacturer of parts to go into 
the planes and guided missiles of the 
future is a $2 billion market now, with 
the major expansion period ahead. 


Meredith Report. A good example 
of a company that has found its secon- 
dary field of business becoming more 
important as time goes by is the Mere- 
dith Publishing Co., of Des Moines. In 
its most recent annual report for the 
year ended June 30, 1955, Meredith 
showed a record revenue of $42.7 mil- 
lion, up from the $41.2 million of the 
previous year. The company’s main 
publishing activities, Better Homes & 
Gardens and Successful Farming, con- 
tinued to grow, and the company step- 
ped up advertising rates. Meredith’s 
sales of books accounted for 7.5 per 
cent of the overall volume. 

But the most spectacular gain was in 
its revenue from broadcasting. In the 
previous year income from its stations 
accounted for 12.7 per cent of the 
company’s total revenue. This year, 
income from that source soared to a 
point representing 17.1 per cent of 
total revenue. Earnings for the year 
totaled $3,624,000, equal to $2.81 per 
share, as compared with $2.85 per 
share in the previous year — a decline 
of 1.6 per cent. 

The outline of the growth of Mere- 
dith’s broadcasting profits is interest- 
ing. Meredith operates four tv and 
radio stations: WHEN-Tv Syracuse, 
wow-Tv Omaha, KPHO-Tv Phoenix and 
KCMO-TV Kansas City. The company 
started its investment in radio and tele- 
vision in 1948. In that year the FCC 
okayed a station in Syracuse. In 1949 
the company showed a broadcasting 
profit of $25,000. By 1951 that station 
was yielding revenue of $524,000 an- 
nually. In 1951 the company acquired 
tv and radio outlets in Omaha, and in 
1952 it added another operation in 
Phoenix. In November 1953 the Kan- 
sas City station was added. Last year 
the revenue from these tv and radio 
outlets totaled a whopping $7,319,000, 
a great record of success. 


Sees Ceilings. In his report to 
shareholders, Fred Bohen, president, 
stresses that the telecasting-broadcast- 
ing field has definite ceilings on its 
growth, in that there are a limited num- 
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eyes + s House Party”  (2:30-3 
; a? we W. & F., Lever 
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Gerber Prods., De -M. W. & Fr.— 
General Mills; . Scott Paper Co. 

“Person Ny Person” (Fri., 10:30-11 
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ber of broadcast hours plus a limit on 
the number of stations the company 
can own. Nevertheless, Meredith is now 
broadcasting to a population totaling 
over 12,500,000. The number of tv sets 
owned by that population group totals 
1,310,000. That approximates the total 
number of issues of Meredith’s maga- 
zine, Successful Farming, and com- 
pares with Better Homes & Gardens’ 
average circulation of 4,116,000 copies 
per month. 

Furthermore, KCMO is increasing its 
signal coverage by building a new and 
taller antenna. The parent company is 
afhliating with CBS on three of its sta- 
tions. It will tie-in with the ABC net- 
work in Phoenix on radio, but operate 
independently on tv. Stockholders are 
reassured, meanwhile, that the com- 
pany expects continued growth in both 
revenue and earnings from the tele- 
casting and broadcasting operations. 


High-Low Last 
Stock 1955 Quote* 
ABC-UPT = 22% 28% 
ADMIRAL 4-21% 2156 
AVCO a 6 6% 
CBS 32 -24 24% 
DU MONT 174% -13% 13% 
EMERSON 16%%-13% 13% 
GENERAL ELECTRIC 56% -4614 485. 
HOFFMAN 31%%-21% 21% 
MAGNAVOX 41%-23 37% 
MOTOROLA 60% -44%4 481% 
PHILCO 43%%-31% 32% 
RCA 55534-36% 45% 
RAYTHEON 25%-13% 1556 
STORER 294% -20% 21 
SYLVANIA 49%-41 43% 
WESTINGHOUSE 83%4-59%4 60 
ZENITH 134 -86 119% 
Over-the-Counter Stocks 
Bid-Asked 

CONSOLIDATED TV 17%-18% 
GUILD FILMS 3%- 4 
OFFICIAL FILMS 2 -2% 


* As of the close, Sept. 26, 1955 
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of a single desk in a small room of 
Zipprodt, Inc., a point-of-purchase or- 
ganization. The official opening came 
in March, with 12 employes and two 
accounts—Bendix and Munising Paper, 
a Kimberly-Clark subsidiary. Several 
moves and six months later, Tatham- 
Laird was at its present location, 64 
East Jackson Blvd., just a step around 
the corner from Chicago’s famed Art 
Institute on the lake. Billings, space 
and people have been added steadily 
since. Today, the agency employs 180 
_people. 
The Personal Side 


Since their first meeting in Wash- 
ington, the two midwesterners have 
found that, in addition to having 
many common interests—creative sell- 
ing and fishing, for example—they 
tend to supplement, rather than dupli- 
cate, each other’s abilities. From the 
agency's beginning, Tatham has han- 
dled the creative end, and Laird, the 
separate merchandising operation. 

Outside the office, Tatham is an 
ardent hunter and, by the way, an 
excellent shot. And he lists as a hobby 
what is, actually, a serious business 
investment. He owns two large farms, 
a 400-acre holding near Layfayette, 
Ind., and another of 850 acres in 
fertile southern Illinois. A student of 
agricultural economics, he is fasci- 
nated by problems of cattle and hog 
raising. 

Two years ago, Laird became seri- 
ously interested in flying. He now 
logs some 150 hours (about 22,000 
miles) a year in the agency’s single- 
engine plane. 





Double-barrelled 


A television advertising cam- 
paign is the prize which owner 
and general manager Murray 
Carpenter, wrwo Bangor, is 
using to spark a station “two- 
week twin celebration.” Double 
festivity is in honor of the outlet’s 
first birthday and its affiliation 
with the CBS Television network. 
Merchants advertising on WTWO 
distribute a station paper, Chan- 
nel 2 News, which not only con- 
tains entry blanks for public 
participation in the “Celebration 
Contest” but promotes the station 
as well. Viewer prizes total 222 
and range from a 24-inch tv con- 
sole to 100 perfume atomizers. 
Additional tie-in with the sta- 
tion’s channel number — two — 
is the amount of the advertising 
prize. It totals $2,222 in television 
time. 











T-L, too, has been flying high, wide 
and profitably since its early days 
when the founders had one main point 
of strategy. 

“You can’t spread an_ efficient, 
thorough kind of operation over a 
long list of clients,’ Mr. Tatham ex- 
plains, “so we deliberately set out to 
serve a few top-level advertisers whose 
expenditures were large enough to pay 
the high cost of doing the job right.” 

They refused from the beginning to 
accept an account billing less than 
$200,000 ($500,000 to $1 million 
now) unless the client was willing to 
pay a minimum fee equivalent to the 
commission on such billings. As a 








For further information as to availability and 
prices in your market, WRITE, WIRE OR PHONE 


National Telefilm Associates, Inc. 


60 W. 55th St. New York 19,N. Y. Plaza 7-2100 
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Cash In on the 
Growing Appeal of 
COUNTRY WESTERNS 
FOLK MUSIC 


America’s Foremost Western All- 
Girl Band with a “BIG NAME” 
Western Guest Star every week. 
ABBIE NEAL & HER RANCH GIRLS 
is a NEW SERIES OF 26 FIRST-RUN 
HALF-HOUR TELEVISION PROGRAMS 
in Glorious Color and Black and 
White . . . available for local or 
regional sponsors. Audition prints 
upon request. 
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result, they turned down more than 
one and a half times as much business, 
as they acquired during their first year. 
That the strategy has worked is ob- 
vious. Today, Tatham-Laird bills close 
to $20 million from 10 accounts. 

The roster includes Abbott Labora- 
tories (Sucaryl sweetener), Armour & 
Co. (ham, bacon, sausage and canned 
meats divisions), Fulham Bros. (frozen 
fishsticks and scallops), General Mills 
(Kix and Trix cereals, Surechamp dog 
food and Answer cake mix), Parker 
Pen, Simoniz (polishes and Ivalon 
sponges), Swanson Division of Camp- 
bell Soup (frozen complete dinners, 
frozen chicken, turkey, beef and fruit 
pies, canned poultry products), Toni 
(White Rain shampoo, Viv lipstick, 
Bobbi home permanent), Wander 
(Ovaltine and Toddy) and the Geo. 
Weidmann Brewing Co. 


Clients Expanding 

T-L’s clients are steady, expanding 
customers. Although some, like Weid- 
mann, have only one product they can 
advertise, all clients that didn’t origin- 
ally give their full advertising to T-L 
have gradually consigned more prod- 
ucts to them. As Ken Laird puts it, 
“Every client who could give us addi- 
tion responsibility has.” Something 
like 75 per cent of the agency’s growth 
has come through additional billing 
from current clients. 

Among those with the heaviest out- 
lay for television are Swanson, with 
about 50 per cent of its total T-L bill- 
ing in video; General Mills, with 
about 60 per cent; Wiedmann Brew- 
ery, 60 per cent; Parker Pen, 65 per 
cent; Simoniz, 80 per cent; Toni, 80 
per cent, and Wander, 85. 

According to industry estimates, 
Toni spent about $3.5 million in tv 
for White Rain, Bobbi and Tame this 
year. General Mills’ total video budget 
for Kix and Trix is estimated at $2.8 
million; it’s expected to be three times 
that next year. 

Work on a client plan begins at 
Tatham-Laird at least 16 weeks before 
actual presentation. The following steps 
are taken at intervals of from one to 
three weeks: After an account review, 
executives concerned plan a timetable. 
Then the merchandising manager pre- 
pares a basic planning memo. The 
account group and the strategy plan- 

(Continued on page 98) 
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a eekly network television is our 

primary medium, but we'd 
hesitate to buy a minute’s time if we 
were unable to get top-flight promotion 
tie-ins on a ‘local level’.” 

That’s the way William Hausberg, 
director of promotion and advertising 
for Lehn & Fink Products Corp., sums 
up the importance of merchandising. 
The company sponsors The Sunday 
Lucy Show on 77 CBS-Television sta- 
tions for its products, Hinds Honey & 
Almond Cream, Etiquet deoderants, 
Lysol and the Dorothy Gray products. 
The program costs nearly $1.4 
million. 

Mr. Hausberg believes that com- 
mercials on a solid-rated show are 
fine—but that city-by-city merchan- 
dising and promotion, down to the 
point of sale, are most important too. 

“The retailer,” he explains, “feels 
that if a customer is pre-sold before 
he comes into the store, then sees the 
product on display, the indentification 
is about as strong as we can make it.” 


Station Contest 


As a further boost for program- 
product tie-in, McCann-Erickson, 
agency for Lehn & Fink, recently con- 
ducted a contest among the CBS sta- 
tions carrying the Lucy half hour. 

There were many outstanding en- 
tries, but the winner was a ten-pound 
wonder from Grace McElveen, part- 
time promotion manager for WAFB-TV 
Baton Rouge, a two-year-old uhf out- 
let. Miss McElveen persuaded the 
local movie chain of three houses to 
enter a partnership with the station 
in promoting The Sunday Lucy Show 
and a revival of the MGM movie with 
the same stars, The Long, Long 
Trailer. The theatres were provided 
with 30-second films announcing the 











show’s premiere—along with the spon- 
sor’s name. These were run adjacent 
to the coming attractions for The 
Long, Long Trailer for three weeks 
and before and after each showing 
of the film. In return WAFB-TV and 
its radio affiliate mentioned the chain’s 
revival of the film on its announce- 
ments for The Sunday Lucy Show. 


Theater Manager Pleased 


Theatre manager Charles Bazzell 
was so pleased with results that he 
wrote: “. . . our repeat engagement 
of The Long, Long Trailer was very 
successful, obviously because of the 
new interest created in the two stars, 
Lucille Ball and Desi Arnaz, by both 
our advertising and your radio and 
television promotion.” 

Miss McElveen also made news with 
the show when she had the mayor of 
Baton Rouge award an _ honorary 
citizens’ certificate to Lucy and Desi 
and obtained an official letter from 
the Governor of Louisiana recognizing 
the award. But product merchandis- 
ing was the final point that most in- 
terested the sponsors. Demonstrations 
were held on every station-originated 
women’s interest program, each with 
a word on The Sunday Lucy Show. 
Dorothy Gray sets were used as prizes 
on quizzes and giveaways. Local mer- 
chants used materials supplied by the 
station to tie in window displays with 
the Lucy show. In all, wars-Tv and 
its radio station ran 368 announce- 
ments within two months. 

Proof of the effectiveness of the 
campaign came in a report from M. 
Paul LeBlanc, in charge of buying for 
National Food Stores of Louisiana: 
“I was going through the buying 
records . . . and there was one item 
that stood out . . . Lysol. I asked the 


Merchandising is bonus 






that makes television attractive 


to Lehn & Fink 





reason . . . after checking with a 
number of our store managers, they 
all came back with the answer, ‘Our 
customers said they had been seeing 
Lysol advertised on the local television 
station, WAFB-TV, on Sunday afternoon 
on the Lucy program’.” 

Although the Baton Rouge entry 
was the most impressive there were 
other fine promotions. KGUL-Tv Gal- 
veston-Houston did a cover story on 
the show in their promotion bulletin 
io retailers and plugged products on 
a daytime program; WTVT Tampa ran 
a “Desi Double” contest in their Latin- 
American market and K¢MB-Tv Hawaii 
did the same; WHBQ Memphis ran car 
cards and WMAZ-TV Macon announced 
the premiere on news broadcasts. 

Nor has Lehn & Fink relaxed their 
promotion efforts. They are currently 
tieing in with National Airlines and 
the Isle De Capri Hotel in Florida 
to offer expense-paid 
winners of audience contests in key 
cities along the Eastern seaboard. 

“We think it’s sound business to 
cover your television advertising bet 
with a comparatively small additional 


vacations to 


. . s ” 
investment in promotion,” declares 


Mr. Hausberg. “It pays off.” 
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ing staff (SPS) hold an indoctrination 
meeting. Then there are two recom- 
mendations meetings, the second of 
which includes the SPS. The plan is 
outlined, assignments are made, the 
written plan readied and, finally, the 
manufactured plan is assembled. 

A bold example of the T-L method 
lies in two of its structural units, both 
considered invaluable to the job: the 
strategy planning staff and the creative 
committee. 


The SPS is Tatham-Laird’s answer 


to the problem faced by every grow- 
ing agency, that the most capable ad- 
vertising people may be taken away 
from their advertising specialties in 
order to complete necessary adminis- 
trative duties. The SPS handles the 
administrative work, leaving creative 
talent to their proper jobs. 


The Five, Plus 


Five of the agency’s top creative 
and marketing people, plus an account 
supervisor, make up the SPS. The 
five are Tatham, Laird, Richard D. 
Crisp, the agency’s director of re- 
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search; George Bolas, director of all 
media activities, and one of the three 
creative department heads: John 
Jameson, copy chief; Harold Jensen, 
art director-in-chief, and Dan Ryan, 
aforementioned director of tv-radio 
commercials. 

The SPS meets at frequent intervals 
on every account in the house. It 
confers with the account group at the 
start of each planning period and 
brings the experience of the agency’s 
veterans to the building of the plan. 
President Laird acts as chairman of 
the group. 


The Creative Committee 


Mr. Tatham serves as chairman of 
the second group, the creative com- 
mittee. Other members are Jameson, 
Jensen and Ryan. They are on call, 
as a group, by the creative supervisor 
of each account. But they also act 
independently, moving into situations 
where they feel they can contribute to 
the quality of the selling job. 

“Our basic advertising decisions are 
not made by department heads or ac- 
count managers,” Art Tatham explains. 
“They are group decisions. First, we 
get the facts, study them and work 
with them. Then we get together in 
a boss-less atmosphere and discuss 
decisions freely and vigorously. In 
that kind of discussion, the right idea 
always wins because a weak one can’t 
stand up under the pounding it gets.” 

Media Division 

Early this year, the agency’s print 
and ty-radio buying departments were 
merged into a single media division 
headed by the dynamic George Bolas, 
formerly tv-radio director. George 
Stanton, previously with D-F-S and 
McCann Erickson, is associate director. 
Larry Holcomb directs activities in 
the agency’s New York office, and 
William Burch, in Hollywood. The 
last two men report to John Allen, 
tv-radio program director. 

Further, the Chicago media depart- 
ment has three account groups. One 
is for Parker-Toni-Weidmann billing, 
with Paul Schlesinger as group super- 
visor. Under his direction are Don 
Grasse, broadcast manager for Toni; 
Jim Zitnik, broadcast manager for Par- 
ker and Weidmann, and Mary Rodger, 
print manager for all three clients. 
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The second group, with Roy Boyer 
as supervisor, handles General Mills- 
Swanson -Simoniz-Wander placement. 
Harold Bennett is its broadcast man- 
ager for General Mills (Trix and Sure- 
champ), Simoniz and Swanson; Jack 
Ragel serves similarly for General Mills 
(Kix, Answer cake) and Wander, while 
Phil Gore is print manager. The third 
group, Abbott - Armour - Fulham, has 
John Singleton as supervisor with An- 
nette Malpede as print manager. 


All three account groups draw on 
the same estimate, contract and order 
group—plus a secretary pool. 


The Boildown 


“In its simplest terms, our business 
boils down to building good selling 
messages and circulating them effec- 
tively to the right prospects,” says 
Tatham. “We believe a media depart- 
ment with a creative turn of mind can 
contribute enormously to building sales 
of our clients’ products.” 


Further, the media department in- 
corporates the advantages of both spe- 
cialization and coordination. Special- 
ized space and timebuyers carry on the 
day-to-day contact with. publishers and 
broadcasters. They evaluate, negotiate 
and compare. They report their find- 
ings to media supervisors who, besides 
knowing both print and broadcasting, 
are also skilled market men. The me- 
dia supervisors, in turn, work with 
Stanton and Bolas in setting media 
strategy and conducting top-level nego- 
tiations. 

Bolas, who joined the agency in 
1948 after serving earlier with Dancer- 
Fitzgerald-Sample and Foote, Cone & 
Belding, has been instrumental in the 
agency's building new tv shows. The 
list includes The Name’s the Same, 
ve Got a Secret, Captain Midnight 
and the new Tales of the Texas Rangers 
(for Kix). 

“We have tried very hard to find 
new vistas, to substitute sweat, imag- 
ination and searching for money in 
the creation of shows,” Bolas reports. 
Television, he feels, is a “tremendous 
force” in advertising. “It has deeper 
penetration, heavier impact and faster 
selling action than any other medium 


except, say, shopping day ads and 


close-outs,” he adds. 
Nevertheless, he points up, “We like 
our clients to live with the fact that 








Sales saga 


Bakeries, among television’s 
best customers (“The Bakery 
Business,” TELEVISION AGE, July, 
1955), continue to furnish exam- 
ples of the visual medium’s sales 
pull. 

General Baking Co. contracted 


for a schedule on wess-Tv: New. ~: 


York to promote its Grossinger’s 
Rye Bread. At the same time it 
set up sales quotas for 13 and 26 
weeks. Each week’s schedule on 
wcss-Tv calls for three one-min- 
ute participations in the George 
Skinner Show (9-10 a.m., Mon.- 
Fri.), one one-minute participa- 
tion in a Sunday movie (1-2:30 
p-m.), one one-minute announce- 
ment between the Late and the 
Late-Late Show and seven 20- 
second station breaks. 

At the end of three weeks the 
13-week sales quota had been 
reached. By the eleventh week the 
26-week quota had been passed. 
At the end of 26 weeks sales of 
Grossinger’s Rye Bread were two 
and a half times what they had 
been when the schedule started. 
The product is now in second 
place in bread sales in the New 
York market and still pushing 
ahead. 


the tv program is only a showcase, 
only a fanfare, a promise of entertain- 
ment with which we hope to lure and 
attract people into our tent. From then 
on, it’s up to the commercial, itself. 
If we don’t sell after we get them into 
the tent, we'll send them home wonder- 
ing what we said.” 


The Economic Question 


Meanwhile, the Tatham-Laird agency 
retains a constantly probing attitude 
toward the great new medium. Ken 
Laird strikes a watchful but optimistic 
note when he says, Television is a 
powerful and economical selling me- 
dium — which is rapidly becoming less 
economical.” 

“One reason why television grew so 
furiously was that, in spite of its high 
dollar-cost, it was very low in cost-per- 


‘selling message. But now, as program 


time and costs mount, the basic expense 





of putting a one-minute sales talk. into 
1,000 homes is steadily mounting, too.” 
In terms of effectiveness of the sales 
talks, tv is still doing a notable job, 
he observes. But the present trend, 
unless arrested, will slow the tv growth 
curve down to a crawl, this advertising 
specialist predicts. 


If and When 


“When that time comes,” Laird goes 
on, “when tv can no longer do its par- 
ticular job on an economical basis, 
this agency — and other agencies, too 


—must be ready to divert major 


-amounts of client advertising money 


into other media. We are constantly 
analyzing the values of other media to 
determine which is the most promising 
standby — to take over if and when it 
becomes necessary.” 

But, both Tatham and Laird agree, 
their agency tries not to rely on form- 
ula. “Our basic job,” they say, “is to 
find the best market and the best 
medium that will yield the best re- 
turns.” As for medium, the results 
continue to point to television. And 
as for agency, the results are just as 
affirmative for Chicago’s nine-year-old 


Tatham-Laird. 
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THE RADIO & TELEVISION EXECUTIVES SOCIETY 
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TIME BUYING » SELLING COURSE 
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Outstanding Speakers From The Entire Industry . . . 
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Newsfront (Coned from 39) 


recommended six precautionary meas- 
ures: 1) That the FCC establish mini- 
mum standards for children’s pro- 
grams, moniter them to see the stand- 
ards are maintained and fine — or re- 
voke licenses of — offending outlets. 
2) That individual stations join the 
National Association of Radio-Tele- 
vision Broadcasters (or some other or- 
ganization) to improve children’s pro- 
grams collectively. 3) That film pro- 
ducers and distributors also join the 
collective effort. 4) That the NARTB 
code — and especially its seal of good 
practice — be more widely publicized, 
that the NARTB also moniter station 
programming, as well as pass on all 
children’s films for tv. 5) That the 
National Science Foundation and simi- 
lar organizations study the area of 
children and tv programs. 6) That the 
President appoint a commission to 
study mass media and their effects 
upon child behavior. 7) That local citi- 
zen groups form “listening councils” 
to keep their own watch on children’s 
programs. 


NARTB REVIEW. How can a volun- 
tary effort be regulatory? That, in sim- 
ple terms, was what the NARTB Code 
Review Board, through Chairman G. 
Richard Shafto of wis-Tv Columbia, 
S. C., asked in return, His “first-glance” 
retort added that the thesis doesn’t 
hold with other professional groups 
like the American Bar Assn., “and we 
do not believe it should apply in the 
broadcasting industry.” 

The Code Review Board assigned its 
director to study the Senate’s sugges- 
tion, planned a detailed discussion for 
its next meeting in January. And, in 
the interim, it will notify code sub- 
scribers when questionable tv film pro- 
grams are found. 

The NARTB was also busy with the 
press-freedom question, continued to 
seek coverage rights to court trials and 
legislative sessions. As president Har- 
old Fellows stated it, “. .. 
casting system which permitted of no 
freedom of expression whatever would 
be incongruously out of balance with 
our nation’s concept of government by 
the governed. The air waves must re- 


a broad- 


main free.” 





MR. AND MRS. NIXON 
Made a national name on tv 


DEMONSTRATES ITS POINTS. 
The Association is using a hard-to-beat 
technique: It is not arguing, but rather 
demonstrating its arguments to every 
legal group it can reach. 

When the American Bar Assn. met 
in Philadelphia recently, the city’s 
three stations were there to close-circuit 
the sessions, unobtrusively but with 
mighty effect. Favorable comment on 
the job, said wosu-Tv’s Robert 
Swezey, chairman of the NARTB free- 
dom of information committee, “indi- 
cates the ability of tv and radio to 
cover public sessions without jeopar- 
dizing the dignity and decorum of such 
proceedings.” As a result, it seems a 
safe bet that for the next months al- 
most any important meeting of lawyers, 
judges or professional legal groups will 
be on-camera — for their own, closed- 
circuit instruction. 

Clearly, in all three areas the tele- 
vision industry can expect many skir- 
mishes before victory but, importantly, 
it is trying to present good arguments 
with good sense on the way. 


PIB REPORTS. “Up, up, a little bit 
higher . . .” are well known lyrics* in- 
spired by the early days of aviation, 
but they seem equally apt now for tele- 
vision: Billings continue to climb. 

The “little bit” amounts to well over 
$54 million, however, the amount by 
which gross network tv volume for the 
first seven months of this year rose 
over the comparable span of 1954. The 
networks, combined, have taken in 
roughly $227 million so far this year, 
according to the Publishers’ Informa- 
tion Bureau tab. 


CBS Television led the list with a 
$108.3 million gross, up some $30.6 
million; NBC-TV was close behind 
with $90.7 million, an increase of $20.3 
million. And ABC-TV is hitting $25.0 
million, which means a very substan- 
tial $7.5 million (or 40 per cent) in- 
crease. 


* Come Josephine in my Flying Machine, 
copyright 1910 by Shapiro Bernstein & Co., 
Inc. Copyright renewed. Used by permission. 


CAMPAIGN YEAR. While television 
was probably the most important me- 
dium for both parties in the 1952 
general election, its use in the next 
campaign promises to set new records 
both in the number of candidates who 
will appear and in total time pur- 
chases. 

Since a fairly large percentage of 
the prospective television speakers will 
have limited experience in the medium, 
both agencies and stations may expect 
to be called on for advice about time 
and program format. With this in 
view, a speech by Vice President 
Richard M. Nixon before the Radio 
Television Executives Society in New 
York becomes important. 

(Continued on page 117) 
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FULL NBC PROGRAMMING 


WKNB-TV becomes the first Connecticut 
station to carry the entire star-studded lineup 


of NBC shows. 


LOCAL RECOGNITION 


WKNB-TV is recognized as the “leadership 
station” in community participation and local 
programming . . . Civic movements, charity 
drives, public appeals. They turn first to 
WKNB-TV . . . 12,000 pledges and $160,000 
raised in 16-hour Telethon Spectacular for 
Flood Relief (August, 1955) . . . More than 40 
women’s clubs on the air every month... 
90.000 visitors to our new studios in the first 
year ... The most live shows . . . local news, 
local programs, local civic service . . . Highest 
local advertiser acceptance daytime and night- 
time. 


CONCENTRATED COVERAGE 

WKNB-TV reaches more than 320,000 fami- 
lies . . . situated in heart of New Britain- 
Hartford market, 31st biggest and 3rd richest 
in the U.S. 


| 
E 
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WKNB-TV channel 30. 
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Studios and Offices: 


WEST HARTFORD 10, CONNECTICUT Represented Nationally by The Bolling Company 
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he spot activity of the past four 
weeks has been greater than at any 
other time in the history of television. 

With the automotive business break- 
ing plus the Christmas promotion being 
lined up and seasonal accounts such as 
cold remedies, the rep offices in the past 
few weeks took on the feverish activity 
of the Chicago wheat pit. 

In Detroit, timebuyers were putting 
in extra long hours to rush schedules 
through in time for the introduction 
of the new car models. 

Actually, tv did not come out too 
well on the new model appropriations. 
Newspapers got the lion’s share fol- 
lowed by radio, then television. All of 
these schedules, of course, are of short 
duration. 

Several of the automotive accounts 
cut their tv budgets drastically so that 
television wound up with a lot less 
appropriation than was originally ear- 
marked. For example, De Soto cut from 
50 markets to 24. Oldsmobile cut back 
to 30 markets. Chrysler also reduced 
its schedules. Dodge, Hudson, Chev- 
rolet and Cadillac are using no tv spot. 

The strategy of the automobile 
makers seems to be to see what hap- 
pens on the sales of the new models 
before going all out to reinforce on a 
national scale the dealers’ advertising 
efforts locally. 


ALLIED MILLS, INC. 

(Western Advertising Agency, Chicago) 
For Wayne Feeds the company is using 
announcements in the midwest. Lee 
Hammett is the timebuyer. 


ARMSTRONG PACKING CO., 
DIVISION OF SWIFT & CO. 


(Couchman Adv. Agency, Dallas) 


This southwest food firm followed up its 
purchase of the Flamingo Films series 


October 1955 


a four-week 


review of 





REPORT 


current activity 


in national 
spot tv 


Stars of the Grand Ole Opry in 

Dallas with buys in Austin and Longview. 
Chances are good that more markets 
will be added. Albert Couchman, owner, 
is the contact. 


AVOSET CO. 


(Harrington-Richards Division, San 
Francisco, of Fletcher D. Richards, Inc.) 


As indicated in the August Spot Report, 
Avoset is now in the process of making 
spot se for Qwip, pressurized dairy 
cream. This fall drive will be the biggest 
yet, taking in 65 markets in all parts of the 
country. Marcelle Saunders is the contact. 


BAYUK CIGARS, INC. 
(D’Arey Adv. Co., N. Y.) 


The company is aqending $500,000 for a tv 
spot Pe in the northeast. It is using 
ID’s and 20’s in 25 markets. The campaign is 
scheduled to run for 39 weeks. Irene 

Marsh is the timebuyer. 


BELL BRAND FOODS, LTD. 
(McCann-Erickson, Inc., L. A.) 


To further promote its potato chips, 

firm has bought live 20-second station 
breaks on two stations during ABC’s 
Mickey Mouse Club. There will be two 
weekly on KABC-TV L. A. and five weekly 
on KFMB-TV San Diego. Additionally, 
Bell has renewed its live one-minute 
participations twice weekly for 26 weeks 
starting in Mid-Oct. on Cartoon Carnival 





Tim McClintock, timebuyer at Young 
& Rubicam, Inc., N. Y., is now on 
Swans Down Cake Mixes, 
Postum, Time, Inc. and Remington 


Electric Shavers. 


Instant 


over KTLA L. A. Mary Kay Cain is 
the timebuyer. 


BENRUS WATCH CO. 
(Biow-Beirn-T oigo, Inc., N. Y.) 


As predicted in August Spot Report the 
watch company is extending its year-round 
announcement schedules for Christmas. 

It will add more markets to its present 
total of 56 — covering 94 per cent of the 
country — and also increase frequency in 
its present lineup. Len Tarcher is the 
timebuyer. 


BLATZ BREWING CO. 


(Norman, Craig & Kummel, Inc., 
N. Y.) 


For its new brew called Tempo, Blatz 
will open up a few test markets which 
are in the process of being selected. 
Mary Dowling is the timebuyer. 


BLOCK DRUG CO. 
(Harry B. Cohen Adv. Co., N. Y.) 


A campaign in several scattered markets 
is getting started for Nytol, a sleeping 
powder. Robert W. Kelly is the timebuyer 


BOSCO CO. 
(Ruthrauff & Ryan, Inc., N. Y.) 


Bosco is busy buying announcements in 
markets throughout the country. Last year 
at this time the chocolate syrup maker 
went into some 52 stations in 38 markets. 
This year’s 1 st will probably reach a higher 
total. Charlotte Corbett is the timebuyer. 


BROWN & WILLIAMSON TOBACCO 
CORP. 


(Ted Bates & Co., Inc., N. Y.) 


The company is adding 25 smaller markets 
for both Kool and Viceroy. This will bring 
the Kool announcement total to 280 stations 
and Viceroy to 250. Jack Sinnott is the 
Kool timebuyer and Norman Chester buys 
for Viceroy. William Kennedy is the 
supervising buyer for the account. 


BULOVA WATCH CO. 
(McCann-Erickson, Inc., N. Y.) 


The watch company recently added to its 
announcement schedule bringing the market 
total to 280. It is also closing out its campaign 
in conjunction with local dealers who are 
buying 13 weeks of Ford Theatre and 
Fireside Theatre reruns. The company 
expects to be in 180 markets with these 
half-hour films. Mildred Fulton is the 
timebuyer. ei . 2 
(Continued on page 105) 
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How to buy 
television in 
North Dakota... 














By SYD RICH, Jaffe, Naughton, Rich Advertising, Minneapolis 


CAUTION: Only “area” ratings count when your market is scattered over 70,000 square miles. 


oday the whole state of North Da- 
kota can be bought as one single 
market . . . with television! 

North Dakota has 700,000 people. 
However, unlike Minneapolis, New Or- 
leans, Seattle and markets of similar 
size, North Dakota’s prosperous farm, 
oil and mining population is scattered 


over 70,000 square miles. 
Single Market Concept 


How do you reach a scattered mar- 
ket like this, economically and effec- 
tively? John Boler solved the problem 
with his North Dakota Broadcasting 
Company. His “Tv Market Makers” 
are the answer, and it’s sound, too. His 
three stations in North Dakota deliver 
80% of the entire state’s market on one 
contract. Flagship station is KXJB-TV, 
100,000 watt CBS primary purposely 
built at Valley City, 50 miles west of 
Fargo, in order to blanket the entire 
eastern half of North Dakota and west- 
ern Wisconsin. His other two network 
stations are 30,000 watters northwest 
and southwest, 
Bismarck (KBMB-TV). These two cover 


all of west-central North Dakota. 
What’s the Tower, Power? 


Minot and Bismarck have no compe- 


tition from anyone. And Boler’s clean 


advantage over his only competition 
(NBC in Fargo) can be seen at a 
glance from the comparison of tower, 


power and area telepulse ratings. 


KXJB-TV STATICN “b” 





(Valley City) (F wgo) 
Tower 1,085 ft. 433 ft. 
Above sea 2,495 ft. 1,383 ft. 
Power 100 KW 65 KW 
Network CBS NBC 
Channel 4 6 


In buying a market of 700,000 peo- 
ple scattered over 70,000 square miles, 
a timebuyer must add a new dimension 
to his analysis of audience ratings. A 
metropolitan rating, for instance, in 4 
or 5 counties around Fargo alone, 
means very little. Fargo-Moorhead 
with its 40,000 population accounts for 
less than 13% of the state’s population. 
But an area Telepulse, as shown here, 
made in the 37-county basic coverage 
area of KXJB-TV means “everything” 
when you want to talk to North Da- 
kota. 


Astounding Rating Facts 


Here are the rather astounding audi- 
ence facts about who listens to whom 
in the eastern half of the state. Station 
“B” is in Fargo. There is no question 


about who listens to whom in western 


North Dakota, because Boler’s stations 


have no competition there. 


North Dakota “Area” Telepulse 
Ratings, July, 1955 


TOP 15 WEEKLY SHOWS 


$64,000 Question KXJB-TV 43.3 
Ford Theatre KXJB-TV 35.8 
Toast of the Town KXJB-TV 38.1 
Front Row Center KXJB-TV 35.8 
Godfrey & His Friends KXJB-TV 35.3 
Four Star Playhouse KXJB-TV 35.0 
Windows KXJB-TV 33.8 
Burns and Allen KXJB-TV 32.0 
Two for the Money KXJB-TV 31.5 
I’ve Got a Secret KXJB-TV 31.3 
Gene Autry KXJB-TV 30.0 
Undercurrent KXJB-TV 29.8 
Meet Millie, Misc. KXJB-TV 29.5 
Studio One-Theatre KXJB-TV 28.8 
Playhouse of Stars KXJB-TV 28.5 


TOP 10 MULTI-WEEKLY SHOWS 


Tv Headlines, Misc. 


(10 p.m.) KXJB-TV 29.6 
Baseball KXJB-TV 27.6 
Weather, Sports 

(10:15 p.m.) KXJB-TV 25.9 
Scoreboard, Weather 

(10 p.m.) Station “B” 21.9 
News (10:15 p.m.) Station “B” 21.4 
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Tv News Room KXJB-TV 17.7 
CBS News KXJB-TV 15.4 
Julius La Rosa KXJB-TV 15.3 
Bob Crosby KXJB-TV 15.1 
Late Show KXJB-TV 145 
TOP 10 SYNDICATED SHOWS 
Gene Autry KXJB-TV 30.0 
Eddie Cantor KXJB-TV 28.5 
Mr. & Mrs. North KXJB-TV 27.0 
Waterfront Station “B” 27.0 
Badge 714 Station “B” 26.5 
District Attorney KXJB-TV 25.5 
Man Behind Badge KXJB-TV 25.0 
Liberace Station “B” 25.0 
Eddy Arnold KXJB-TV 22.5 
Life of Riley Station “B” 22.0 
Corliss Archer KXJB-TV 21.5 
Kit Carson KXJB-TV 19.0 


TOP 10 LOCAL LIVE SHOWS 


Tv Barn Dance KXJB-TV 26.5 
Rhythm Ranch KXJB-TV 19.0 
Fin & Feather KXJB-TV 17.0 
Diamond Furn. Show Station “B” 16.0 
Tv Auction Station “B” 14.0 
Captain Jim KXJB-TV = 13.3 
Jim’s Jigsaw KXJB-TV 114 
Mary Vandenacker KXJB-TV 10.5 
Party Line Station “B” 9.8 
Buckskin Harry Station “B” 9.8 


One Contact . . . One Contract 


The timebuyer’s job today is easier 
in North Dakota than most any other 
tv market in the country. Here’s how 
easily and economically you can buy 
the North Dakota market with one con- 
tact—and one contact—on the “Market 
Maker” stations. The open rates below 
include a 15% discount for using all 
three “Market Makers.” (Use two, and 
get a 10% discount) : 





10 sec. 1 min. 

AA (7:30-9:30p.m.) $64.00 $127.50 
A TIME 48.00 96.00 
B TIME 35.00 70.00 
C TIME 23.00 47.00 


(Additional frequency discounts to 25%.) 
Weed Television can give you all the 


facts. 











Spot (Continued from page 103) 


CALGON, INC. 


(Ketchum, MacLeod & Grove, Ince., 
Pittsburgh) 


The maker of a water conditioner has come 
up with a new white-and-gold package 
and tv spot is to be used in promoting it. 
William B. Kroske is the timebuyer. 


CAPITAL AIRLINES, INC. 
G- Edwin Ryan, Washington, 
. C.) 


The agency is planning to recommend the 
use of spot tv to get underway next 
pied ween the airline will receive 

elivery of additional Viscount planes 
for its newly opened routes recently 
approved by Civil Aeronautics Board. 
— on er, account executive, is the 
contact. 


CBS-COLUMBIA, INC. 
(Ted Bates & Co., Ine., N. Y.) 


This manufacturer of tv and radio sets is 
spending close to $2 million in print and 
media to plug its new tv 

tv spot side, it is going 
into a dozen major markets for 13 weeks 
beginning in Oct., using day and night 
announcement schedules at an average 
frequency of 24 per week. Tom Tilson is 
the timebuyer. 


CHATTANOOGA MEDICINE CO. 
(Harry B. Cohen Adv. Co., Inc., N. Y.) 


As pointed out in August Spot Report 

the maker of Black Draught laxative, which | 
spot tested last year, is coming out 
currently with varying schedules of 
announcements in several markets in the 
south. Arthur Harrison is the timebuyer. 


CHOCK FULL O’ NUTS 
(Grey Adv. Agency, Inc., N. Y.) 


This coffee maker is shopping for 
participating announcements in day shows 
in Boston and Providence. It will use 
from eight to ten a week, starting in 
mid-Oct. Joan Ruttman is the timebuyer. 





COLGATE-PALMOLIVE Co. 
(William Esty Co., N. Y.) 


Will be adding markets in the hard water 
areas of the southwest. Robert Kriso is 
the timebuyer. 


CONTINENTAL OIL CO. 
(Benton & Bowles, Inc., N. Y.) 


Plans are being made now for Conoco’s 
‘56 spot activity and they should be big 
ones. Last year the company used 
announcements, five-minute news-weather- 
woe shows and the Ziv series, The 

ddie Cantor Comedy Theatre, placing 


Inc., 


time in over 50 markets in Conoco territory 
— roughly from Rockies eastward to the 
Mississippi -— ow | Canada south to 
Mexico. (See A = Spot Report) Frank 
Lionette is the timebuyer. 


COOK PAINT AND VARNISH CoO. 


(R. J. Potts-Calkins & Holden, Inc., 
Kansas City) 


Present schedules which are running on 
54 stations in 48 markets will expire the | 
first week in Nov. An agency spokesman 
advised TELEVISION ace: “The client has 
indicated that the present schedules (their 
first venture into the medium on a multi- 
market scale) m very successful and 
we are confident that a comparable 
—— will be purchased in the spring 
56.” William J. Brewer, director of tv 
os radio, is the contact. 


CVA CORP., subsidiary of Schenley 
Industries, Inc. 


(Foote, Cone & Belding, San Francisco) 


The maker of Roma Wine is considering a 
scattered list of major markets for a 
campaign of around 13 weeks to begin in 
Nov. Helen Stenson is the timebuyer. 


(Continued on page 107) 





Hook up with 






Here’s an old estab- 
lished one-stop source for 
all your direct mail adver- 
tising needs at reasonable 


HOOVEN LETTERS, INC. } 
Producers of the famous indi- 
vidualized automatically type- 
written Hooven Letter, type and 
machine addressing, multigraph- 
ing, Nahmco Process Letters and 
all mailing and lettershop serv- 


THE HORACE H. NAHM COMPANY 


Creators and producers of direct 
mail and printed advertising. 
Idea, Planning, Copy and Art 
facilities for resultful printed 
promotions. 


HOOVEN LITHOGRAPH COMPANY 
Producers of high quality offset © 
printing in black and white and 
flat color. 


NAHM PHOTOGRAVURE j 
COMPANY : 
Designers and producers of 


finest quality engraved and 
rotolith letterheads. 












FAST 


PICK UP 
AND DELIVERY 


HOOVEN LETTERS, INC. 


352 Fourth Ave., New York 10, N. Y. 
COMPLETE DIRECT MAIL SERVICES 
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WHUM-TV 


carried 347% more regional 
business in August than the 


average carried during the 
October-November-December 


peak months. 





WHUM-TV 


Reading, Pa. 


CBS for Eastern and Centrl Pennsy!vania 

H. J. Greig, Preside=t Jerome Sill, Executive Vice President 
Represented by H-R Television 

Affiliated wiv. WHUM - CBS - Radio in Reading 





Sp Ot (Cont'd from page 105) 


JOHN H. DULANY & SON, INC. 
(Erwin, Wasey & Co., Inc., N. Y.) 


For its complete line of frozen foods 
the company is using tv spots in four 
markets in the south and southwest in 

a campaign slated to run through 
Feb. Keith B. Shaffer, business manager 
of media department, is the timebuyer. 


DWIGHT EDWARDS DIVISION OF 
SAFEWAY STORES 


(Ruthraug & Ryan, Ince., 
San Francisco) 


On behalf of Canterbury Tea the division 
has launched a 13-week campaign of 
participations in 13 widely scattered 
markets. Virginia Crawford is the 
timebuyer. 


EX-LAX, INC. 


(Warwick & Legler, Inc., N. Y.) 


The company has made its debut in tv 
spot in six test markets for 13 weeks. It 
is using both live and film minutes placed 
mostly in day times. Don Heller is the 
timebuyer. 


FANTASTIC, INC. 
(Duggan-Phelps Advertising, Chicago) 


The maker of Fantastic Home Permanent 
is repo: to be getting ready to set up a 
big advertising campaign which includes 
tv spot. William H. Cline, media director, 
is the contact. 


J. A. FOLGER & CO. 
(Cunningham & Walsh, Inc., N. Y.) 


Folger a) now rine gy A short ca ign 
of Class A 20-second film spots in “ys 
markets for both its regular and instant 
coffee. William White is the timebuyer. 


FORD DEALERS ASSOC. OF 
INDIANAPOLIS 


(J. Walter Thompson Co., Cincinnati) 


The Ford Dealers bought the MCA-TV 
Film Syndication half-hour series Guy 
Lombardo and his Royal Canadians, on a 
52-week basis starting in mid-Sept. in 
the following six markets in Indiana: 
WTTV Bloomington, Mg z, Evansville, 
WKJG-TV Ft. Wayne, WFBM-TV 

lis, WFAM-TV Lafayette and 

South Bend. William Smith, 

JWT field representative located in 
Cincinnati, is the contact. 


GENERAL FOODS CORP. 
(Young & Rubicam, Inc., N. Y.) 


The company is introducing a new product 
called Go, an ironing aid replacing 

France. A tv spot announcement campaign 
was begun in Cincinnati. More tv spots 
will be placed when the distribution of 
Go is set up. The south should be the 

first area opened up, then the east starting 
with Pa. A. B. Pratt is the timebuyer. 


GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N. Y.) 


For Gaines Dog Food’s new biscuits—‘“six 
different colors and six different flavors”— 
a four-week spot announcement campaign 
is underway in about 15 stations in 

and around Philadelphia. Bert Wagner 

and Robert Morton are the timebuyers. 


G. H. P. CIGAR CO., INC. 


(Norman, Craig & Kummel, Inc., 
N. Y.) 


The makers of El Producto cigars bought 
the Winik Films series Madison Square 
Garden, in WBZ-TV Boston and WPTZ 
Philadelphia for 26 weeks beginning 
early Nov. It is now looking for either 
five- or fifteen-minute pe amy as well 
as considering the Winik series for 


Jan Gilbert has joined Product Serv- 
ices, Inc., N. Y. as timebuyer and is 
now placing for Charles Antell, Glam- 


orene and Roto-Broil. 


lacement in other markets. Mary 
owling is the timebuyer. 


GLAMORENE, INC. 
(Product Services, Inc., N. Y.) 


has plans to use a 15-minute service 
film the agency is making. Jan Gilbert 
is the timebuyer. 


GLAMUR PRODUCTS, INC. 
(Ettinger Adv. Agency, Inc., N. Y.) 


7 maker of Easy Glamur Rug and 
wae Cleaner is now running on 
Wica. New York a 13-week schedule 

of four one-minute perticipoeet and 
three ID’s a week and on 

New Haven a 26-week schedule of five 
participations a week. In addition, the 
company is using two participations a 
week for 13 weeks on C-TV Boston 
and 52-week schedules of three 
participations a week on WBKB Chicago, 
WCCO-TV Minneapolis, KOIN-TV 
Portland, Ore. and KING-TV Seattle. 
Seth Diamond, media director, is the 
timebuyer. 


GOLDEN STATE CO., DIV. OF 
FOREMOST DAIRIES, INC. 


(Guild, Bascom & Bonfigli, 
San Francisco) 


The dairy company bought the Flamingo 
Films series Stars of the Grand Ole 

Opry, for showing in 10 Calif. markets. 
Robert F. La Chance, tv director is 

the contact. 


THE GREAT ATLANTIC & 
PACIFIC TEA CO. 


(Paris & Peart, N. Y.) 


Just started in Richmond with MCA-TV 
Film Syndication’s Guy mbardo and his 
Royal Canadians series, making a total 

of six markets in which company is 

using this film. Should break soon with 
more film buys and announcement 
schedules. Weymouth M. Symmes is the 
timebuyer. 


HANOVER CANNING CO. 


(Arndt, Preston, Chapin, Lamb & Keen, 
Phila.) 


Tv spot will be used as part of an 
all-media campaign to advertise Hanover 
vegetable products in Pennsylvania. 
Miss Po Jack is the timebuyer. 


H. J. HEINZ CO. 
(Maxon, Inc., N. Y.) 


The food company has increased to 49 its 
number of markets in which it = ta 
the half-hour film series Studio 

first of 39 new episodes started the ae 
of Sept. 18. Tom P. Maquire, bus 

manager of tv and radio, is the timebuyer. 


HELBROS WATCH CO., INC 
(S. J. Reiner, Inc., Garden City, N. Y.) 


The company is currently on the lookout 
for good buys — announcement or programs 
— and will place if any are found before 
Christm: t is now running minute 
announcements in about 12 scattered 
markets. m J. Reiner, president, is the 
timebuyer. 


KIMCO MANUFACTURING CO. 
(Wilson-Markey, Inc., San Francisco) 


Both the company and the agency are 
new. Once they are squared away an 
advertising campaign utilizing tv spots 
will get underway to promote Kimco’'s 
automotive products and accessories 
Some word on this in about a month 
Len Curley is the agency contact 


KRAFT FOODS CO. 
(J. Walter Thompson, Inc., Chicago) 


For its Chilled Florida orange juice, the 
only market the company is using tv spot 
is Kansas City. Kraft has bought 
announcements on all three stations in 
that market, some dozen a week on each 
of them. The company has opened 
ome in other Missouri cities but 

et has not placed any tv. Tv plans are 
on nitely planned and it will be an 
all-station saturation campaign similar to 
the K. C. operation. Date and markets 
to be determined. Arthur C. Farlow, v. p., 
is the contact. 


LAMBERT PHARMACAL CO. 
(Lambert & Feasley, Inc., N. Y.) 


The company has started schedules of 
five-minutes across-the-board using a film 
starring Les Paul and Mary Ford. These 
will be promoting Listerine Antiseptic 
and Antizyme Toothpaste. The tota 
markets covered in this effort should reach 
45 and are being set on a long term basis. 
William B. Hinman is the timebuyer. 


(Continued on page 109) 





IN DETROIT 
“~» 


You 
Sell More 
on 
CHANNEL 


NBC Television Network 


DETROIT 
Associate AM-FM Station WWJ 


Owned and Operated by THE DETROIT NEWS 


National Representative 
THE GEORGE P. HOLLINGBERY CO. 
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K EVE cirst AGAIN IN 


WICHITA AREA 
(JULY PULSE) 






Once again, KTVH proves to be the favorite with Central Kansas viewers! 
Besides taking honors with 13 out of the top 15 network shows, KTVH has the 
greatest share of the audience for quarter-hour periods from 6 to 10 p.m., 
seven nights a week. Here is conclusive proof that your advertising dollar 


reaches more people when it’s placed on a winner. That’s KT VH! 


KIVH) 


var 240,000 WATTS HUTCHINSON ~ . 






KTVH, pioneer stati-+ in rich Central Kansos, CHANNEL 
sides Wichito. Main office ond stedies tw Hutchin. kK A | Ss AS , portal weet ee de 12 
epresented Nationally Rep ives, Inc. 


son; office and studio in Wichita (Hotel Lassen). 
Howard O. Peterson, General Manoger. 
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Sp Ot (Continued from page 107) 


LANDON LABORATORIES 


(Jackson, Haerr, Peterson & Hall, 
Jefferson City) 


Landon is coming out with a new 
product, S -Kleen, a handcleaner, and 
will introduce it in midwestern markets via 
spot. Richard A. Hall, account executive, 
is the timebuyer. 


LANVIN PARFUMS, INC. 
(Direct) 


Lanvin Perfumes is currently in 50 markets 
using 10-second ID’s, according to company 
president, Edouard L. Cournand. “For 
Christmas we will greatly intensify our 
campaign,” Mr. Cournand advises. In 
Chicago, Cleveland and other major markets 
frequencies will be increased—from 8 to 
16 and 6 to 14 respectively—and, also, in 
some cases, more stations will be used 

in existing markets. Jerry Lavan handles 
the buying. 


V. LA ROSA & SONS, INC. 


(Sullivan, Stauffer, Colwell & 
Bayles, Inc., N. Y.) 


With its new agency La Rosa is setting 

ba the largest advertising campai in its 

hi ya EY It already is sponsoring the 

53 Film Syndication series Waterfront 
Y., Boston and Phila., and is on the 

ok ‘for more film buys. Jack Canning 

is the timebuyer. 


LESLIE SALT CO. 
(Honig-Cooper Co., San Francisco) 


Leslie has gotten its new fall campaign 
underway in markets throughout the Pacific 
Coast and also in Hawaii. e drive will 
continue until Christmas. John W. Davis, 
media director, is the timebuyer. 


LIFE MAGAZINE 
(Young & Rubicam, Ince., N. Y.) 


The weekly magazine is out with a 
four-week announcement campaign, 
hitting a different group of markets each 
week. This started ees 12. Following 
the third week — — there will 
be a lapse. The fou week 7 will start 
Oct. 17, at which time buys will be made 
in 9 markets in the south and midwest. 
William M. Walker is the timebuyer. 


MAGNA ENGINEERING CORP. 
(N. W. Ayer & Son, Inc., N. Y.) 


The company is now buying co-op with 
- distributors in selec’ major markets 
to plug do-it-yourself shop equipment. 

It has a quarter-hour film featuring 
former football star Dee Harmon 
called Tommy Harmon’s ee which 
is being slotted to reach the 

audience. William Millar is the SEY 


MARLOWE CHEMICAL CO. 
(Kastor, Farrell, Chesley & Clifford, 
) 


inc., N. Y. 


This is a new com efeah with a new 
product, Fire Chi a home ~~ 
extinguisher. Tv will be used, 

spokesman said, because of the | dramatic 
demonstration possibilities of the product. 
This will happen after the co a gets 
further along in its manufacturing and 
distribution. Jack B. Peters, v. p. and 
media director, is the timebuyer. 


PHILIP MORRIS, INC. 
(Biow-Beirn-Toigo, Inc., N. Y.) 


There will be some changes in the PM 
lineup when daylight saving time is ended. 
Whenever an area is scheduled to go 
back to standard time, the agency will 
review the situation and change, add or 
drop ang ag A to its findings. No special 
promotion is planned for PM’s new 
<< until the | of next year. Isabel 
iegler is the timebuyer. 


WREDU-TV 


The Notre Dame Station 








Vincent Daraio, Hicks & Greist, Inc., 
N. Y. timebuyer, currently buying for 
Taylor-Reed Corp., also handles spot 
placements for Lewyt and Sandura. 


MOTHER’S CAKE & COOKIE Co. 
(Honig-Cooper Co., San Francisco) 


Has spotted programs throughout Calif. 
for its fruit cake and cookies. John W. 
Davis, media director, is the timebuyer. 


C. F. MUELLER CO. 


(Scheideler, Beck & Werner, Inc., 
N. Y.) 

Mueller bought minute announcements 
on WOR-TV New York for the station’s 
Million Dollar Movie and also placed 
minutes in Birmingham and Boston, all 
starting Oct. 3. Vera Brennan is the 
timebuyer. 


MUTUAL SERVICE INSURANCE 
COMPANIES 


(Kerker Peterson Hixon Hayes, Inc., 
Minn.) 

As part of the new automobile insurance 
merchandising program, tv spots will be 


used throughout the firm’s seven state 
operating area in the midwest. 


NORTH AMERICAN 
VAN LINES, INC. 


(Applegate Adv. Agency, Inc., 
Muncie) 





i 1 
ee + 
An “Island Market 
Agency is recommending stepped up use 


rd. “Te: 
on ownership in U. S. 
of spot tv to this group of moving 3 in home Pp 


companies. At present Apeegns has 

filmed commercials which it will place 5 
nies on a co-op basis. 
"Shea, media director, is 


th in per family income in U. S. 
for the com 
Edward R. 

the contact. 


OLIN-MATHIESON CHEMICAL 
CORP 


: = Je Total UHF sets . . . . 169,000 
V ; < 
eee * Total Families . . . . 206,600 


Baltimore) 
* Total retail sales $783,927,000 


* Total effective buying 
income... . $1,165,620,000 


Call MEEKER TV Toda 


Primary 
Affiliate 


gth in per capita income in U. S. 


Sales Management, 1955 


The April ae Report carried the 
advanced ation that Super Pyro and 
U. S. I. Permanent, anti-freeze products 

of Olin-Mathieson, will use tv spots in some 
40 to 50 markets in the fall. The agency 
and client are now working on the 
schedules. Robert V. Walsh, tv and radio 
director, is the timebuyer. 


PACIFIC TELEPHONE & 
TELEGRAPH Co. 


(Batten, Barton, Durstine & Osborn, 
Inc., San Francisco) 


The utility firm used tv , along with 
other media in Portland, to prepare 
the public for 170,000 telephone number 
changes. Since there will number 
changes coming up in other cities in the 
area — Wa Ore. and Calif. — 





WAREDU:-TV 





more tv spots can be anticipated. 
Robert E. Mangan, account supervisor, 
is the contact. 


(Continued on page 110) | 
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Sp Ot (Continued from page 109) 


PAPER-MATE CO., INC. 
(Foote, Cone & Belding, N. Y.) 


In addition to the schedule of nighttime 
announcements reported in Sept., the 
company is buying night placements to 
start in Oct. in six more eastern markets. 
Penny Simmons is the timebuyer. 


PEPSI-COLA BOTTLERS OF 
CALIFORNIA 


(Biow-Beirn-T oigo, Inc., 
Beverly Hills) 


The Bottlers bought Showtime, the Studio 
Films half-hour variety revue series, for 
39 weeks over K Los Angeles. They 
might buy the film for at least four 

more Calif. markets. Jack Runyon, agency 
branch manager, is the contact. 


PETRI WINE CO. 


(Young & Rubicam, Inc., 
San Francisco) 


The present phase of Petri’s two-year 
schedule of announcements in selected 
markets began Sept. 15 and will continue 
until Christmas. Winton Smith is the 
timebuyer. 


PHILLIPS PETROLEUM CO. 
(Lambert & Feasley, Inc., N. Y.) 


The oil company has renewed Ziv’s I Led 
Three Lives for the third year. It is now 
in some 30 cities but the company is 

e ted to expand its use of the series. 
William B. Hinman is the timebuyer. 


PRESSMAN TOY CORP. 
(Ehrlich, Newwirth & Sobo, N. Y.) 


The N. Y. toy maker will be buying 
participations in 14 major markets to 
start at the end of Oct. for five or six 
weeks. Sid Bruck, account executive, is 
the timebuyer. 








Scripps Assoc. 


William J. 
Tel ication Consultants 


1005 Kales Building 
Detroit 26, Michigan 
WOodward 3-1750 











ADVERTISING MANAGER 
BRAND MANAGER 
MEDIA DIRECTOR 


Proven success in creative media, 
presently media director. Thorough 
knowledge in all phases of spot and 
network radio-tv, print, outdoor, mis- 
cellaneous media. Merchandising, 
marketing, and research experience. 
9 years on top accounts, agency and 
tv station background. Well versed in 
policy and budget planning, admini- 
stration, and personnel. NYU. Mar- 
ried. Relaxed, full quotient of humor, 
social graces, business contacts. 


Box 600, Television Age 
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Robert F. Hamilton has been appointed 
media director of the C. L. Miller Co., 
Inc., N. Y. Spot-active clients include 
Corn Products Refining Co. and Curtiss 
Candy. 


PROCTER & GAMBLE CoO. 
(Compton Adv., Inc., N. Y.) 


The —y is starting schedules of both 
day and night minutes and 20’s in a 
small number of markets, some of which 
are in Texas. Thelda Cordani is the 
timebuyer. 


PROCTER & GAMBLE CoO. 
(Young & Rubicam, Inc., N. Y.) 


P &G has given Cheer a schedule of 
minutes and 20’s in both day and night 
times in over 50 markets. This is to 
cover the ) eocas: in areas the P & G 
network shows don’t reach. William M. 
Walker is the timebuyer. 


QUALITY BAKERS OF AMERICA 
COOPERATIVE. INC. 


(Direct) 


The association bought the NBC Film 
Division series Steve Donovan, Western 
Marshal, for three of its member companies 
in five markets: In Minneapolis, Regan 
Bros. Bakery; in Altoona, Stroehmann Bros. 
Co. and in Champaign, Rockford and 
Peoria, Purity Baking Co. Film started 
around the end of Sept., except in Peoria 
where it gets underway at a later date. 
Stephen W. Siddle Jr., media director, 

is the timebuyer. 


ROTO-BROIL CORP. OF AMERICA 
(Product Services, Inc., N. Y.) 


The rotisserie firm is currently in some 40 
markets with announcements. It will be 
picking up more, reaching in all over 

100. Jan Gilbert is the timebuyer. 


SCHICK, INC. 
(Kenyon & Eckhardt, Inc., N. Y.) 


For the promotion of its newest electric 
razor Schick 25, the company itself is 
handling a co-op tv spot > which 
a spokesman describes as, “The atest 
in the history of the company.” ere is a 
possibility of another = campaign, in 
which the agency will buy time, about 
the first of 56 when Schick is expected to 
do some hard plugging for its electric 
razor for ladies. Lucy Kerwin is the 
timebuyer. 


SEECK & KADE, INC. 
(McCann-Erickson, Inc., N. Y.) 


For Pertussin the firm is buying 
announcements in 10 selected major 
markets. The campaign will get started 
in Nov. with an average of five spots 
r week of minutes and 20’s. Al 
etcavage is the timebuyer. 


STANDARD BRANDS, INC., 
PET DIVISION 


(Ted Bates & Co., Inc., N. Y.) 


The agency has just taken over the account 
and is buying day and night minutes in 


about 40 markets in the midwest and 
middle Atlantic states. Tom Tilson is the 
timebuyer. 


STATE PHARMACAL CO. 
(Schwimmer & Scott, Inc., Chicago) 


Plans are being made for a tv spot 
campaign to promote State’s All-in-One 
reducing tablets. Robert R. Riemenschneider 
Jr., media director, is the timebuyer. 


STERLING DRUG, INC. 


(Dancer-Fitzgerald-Sample, 
Inc., N. Y.) 


This heavy spot user is continuing with 

its schedules, some of which were increased, 
for Bayer Aspirin, Phillip’s Milk of 
Magnesia and other me eee No one will 
give details but additional activity is 
expected soon from the company. Frank 
Moriarity, assisted by Lou Dorkin, is the 
timebuyer. 


STOKELY-VAN CAMP, INC. 
(Calkins & Holden, Inc., L. A.) 


The canned foods division has bought 
ID’s during ABC’s Mickey Mouse Club in 
the following: KABC-TV L. A., 

KGO-TV San Francisco, KLOR Portland, 
Ore,. KING-TV Seattle and KREM-TV 
Spokane. Blanche Graham, media director, 
is the timebuyer. 


SUNSHINE BISCUIT, INC. 
(Cunningham & Walsh, Inc., N. Y.) 


Norman B. Smith, advertising manager 
of Sunshine, told TELEVISION AGE: “We 
will go along with our present 
announcement and program schedules (in 
50 markets) until around Christmas. 
After a short layoff we'll come back 
strong again.” Joseph Gavin is the 
timebuyer. 


THE TAYLOR-REED CORP. 


(Hicks & Greist, Inc., N. Y.) 


The E-Z Popcorn campaign covering 17 
eastern seaboard states, as reported in 
the Sept. Spot Report, will be launched 
first in the southeastern states: Va., 

W. Va., N. & S. Carolina, Ga. and Fila. 
Vincent Daraio is the timebuyer. 


TURN-A-BED CO. 
(Lewis Adv. Agency, Newark) 


For its Sofa Bed the company is running 
test spots. The campaign started Sept. 

26 and consists of 12 one-minute film 
announcements per week for six weeks 
in the following markets: WBTV 
Charlotte, WXEL Cleveland, KPRC-TV 
Houston, WXIX Milwaukee and WTOP-TV 
Washington. Milton L. Lewis, president, 

is the contact. 


WESSON OIL & SNOWDRIFT 
SALES CO. 


(Fitzgerald Adv. Agency, 
New Orleans) 


The company is buying announcement 
schedules in the west and south for 
Snowdrift. Both A and B times are being 
used in this 52-week campaign. Mrs. Marie 
O’Meara is the timebuyer. 


WHITEHALL PHARMACAL CO., 
DIV. OF AMERICAN HOME 
PRODUCTS CORP. 


(Scheideler, Beck & Werner, Inc., 
N. Y.) 


Agency just took on the company’s new 
nasal spray. It will be tested in markets 
and media yet to be decided. But 
somewhere along the line, spot should 
be used. Vera Brennan is the timebuyer. 


WHITEHOUSE CoO. 
(Parker Adv., Inc., N. Y.) 


According to Charlene Hirst, agency 
media and tv director, this mail order 
account which distributes recordings 

(“18 Top Hits”) expects to start any day 
now to place spots in 200 stations. 
Charlene Hirst is the timebuyer. 








TELEVISION AGE 


Report by Markets, 
October, 1955 


The figures listed below are secured 
from the stations. They are presented 
as a service by TELEVISION AGE. For 
further information regarding the 
figures and their sources, contact the 
stations. Outlets equipped to carry 
network or local color are listed with 
the number of color sets in each mar- 
ket, where such figures are available. 
Asterisks indicate stations equipped 
for color but which have submitted 
no figure. Italics indicate stations not 
yet on the air, channel numbers and 
target dates. Daggers (+) indicate that 
the station has asked that no set count 
figure be published. 

In addition to set figures the two 
principal executives of each station are 


listed. 





Totals 
Total commercial stations: 436 
Total markets: 282 
Total estimated b&w sets: 36,081,000 
Total estimated color sets: 22,483 











Station vhf 


WABT 347,650 

Henry P. Johnston, p. & mng. 4.; 
Charles F. Grisham, c. m. 

WBRC-TV 351,000 200 

J. Robert Kerns, v.p. & mng. d.; 
Oliver V. Naylor, g. sls. m. 

WMSL-TV 31,200 

Frank Whisenant, p. 

witvy 22,360 

Mel Wheeler, v.p. & g¢.m.; F. E. 
Busby. exec. v.p. 

WALA-TV 128,700 

W. O. Pape, p.; H. K. Martin, 


City Uhf Color 





Birmingham 


Mobile 


Cc. P. Persons, Jr., v.p. & g. m. 

WCovV-TV 72,000 

Hugh M. Smith, g. m. 

Morris South, sls. m. 

WSFA-TV 105,550 

Hoyt Andres, v.p. & g. m.; 
C. Hughes, c. m. 


Montgomery 


John 


ARIZONA 
KVAR (see Phoenix) 
KOOL-TV = 137,790 
Tom Chauncey, g. m.; William: T 
Connelly, ¢. m. 
KPHO-TV 137,990 
Richard B. Rawls, g. m.; C. A. 
Larson, ¢c. m. 
KTVK 167,000 200 
near Van Duzer, st. m.; Burton 
le Dow, ¢.m. 
Se = 


125,150 

DrAent Harkins, m.; E. W. (Bill) 
Harvey, c. m. 

KOPO-TV 48,868 

E. S. Mittendorf, ¢. m.; 
Perlin, sls, m. 

KVOA-TV 48,868 a 

Clinton D. McKinnon, p.; J. C. 
Underwood, Jr., sls. m. 

KIVA 26,908 _ 

Ray C. Smucker, g.m., Richard 
Newland, sls. m. 


Mesa 
Phoenix 


_ 


Tucson 


Bernie 


Yuma 


ARKANSAS 
KRBB—10 Nov. °55 
KFSA-TV 
Weldon Stamps, m.; Roland Hund- 

ley, sls. m. 


El Dorado 
Fort Smith 








City 


Set Count: 





Station vot Unf Color 





Little Rock 


Pine Bluff 


Texarkana 


Bakersfield 


Chico 


Les Angeles 


Sacramento 


San Diego 


San Francisco 


San Jose 


San Luis 
Obispo 

Santa 
Barbara 


Stockton 


Tulare 


Colorado 
Springs 


KARK-TV 112,711 

T. K. Barton, v.p. & g. m.: Lee 
Bryant, ¢c. m. 

KATV (see Pine Bluff) 


John 
Holmes, 

KCMC-TV 
Ark.) 


CALIFORNIA 
KBAK-TV 
A. H. Constant, m. 
KERO-TV 152,000 
Gene DeYoung, p. & g. m.; Jobn 
Barrett, tv. sls. m. 
KHSL-TV 68,100 
M. F. Woodling, st. m.; J. A. 
Pero, loc. sls. m 
KIEM-TV 25,000 _ 
William B. Smullin, Donald 
H. Telford, st. m. 
KJEO 165,000 100 
Joseph Drilling, v.p.; W. O. Ed- 


holm, ¢c. m. 

KM4J-TV 165,000 200 

Perry Nelson, m.: Wilson Lefler, 
sls. m. 

KABC-TV 2,130,181 

Selig J. Seligman, ¢. m.; 
Rule, gen. sls. m. 

KCOP 2,130,181 

Jack Heintz, v.p. & g¢. m.; Amos 
Barron, sls. m. 

KHJ-TV 2,130,181 

John T. Reynolds, g. m. Howard 
L. Wheeler, sls. m. 

KRCA 2,173,665 

Thomas C. McCray, g. m.; 
Parks, sls. m. 

KNXT 2,178,2 


H. Fugate, ¢. m.; 
nat. 
(see 


93,000 


D.; 


Elton 


870 
James 


584 


2, 173,665 
Klaus Landsberg, v.p. & g. m.; 
Robert Mohr, sls. m. 

KTTV 2,173,665 — 
Richard A. Moore, p. & &. M.; 
John R. Vrba, v.p. chge. sls. 

KBET-TV 319,650 
John H. Schacht, g. m.; George J. 


165,000 


vm M. Devaney, m. & nat. sls. 
KSBW-TV 110,879 
= Conrad, Ly m.; Graham i. 


Moo sls. 

KFMB-TV 407,092 

George Whitney, g. m.: Bill Fox, 
g. sls. m. 

KFSD-TV 306,815 30 

William E. Goetze, Jay 
Grill, sls. m. 

XETV 

Julia M. Kaufman, g.m. 

KGO-TV 1,086,590 

James H. Connolly, v.p.: 
A. Francis, Icl. sls. m. 

KPIX 1,086,590 

Philip G. Lasky, e. 
Simon, sls. m. 

KRON-TV 1,149,080 

Harold P. See, st. m.; 
Louvau, sls. m. 

KSAN-TV 300,000 

Norwood J. Patterson, g.m.: Bob 
Kane, sls. m. 

KNTV 515,479 

Douglas D. Kahle, g. m.; 
Maynard, sls. m. 

KVEC-TV 95,218 

Les Hacker, g. m.; Si Darrah, c. m. 

KEY-T 227,918 

Colin M. Selph. p.; R. Hill Car- 
ruth, rgnl. sls. m. 

KOVR-TV 1,120,660 

Terry Hamilton Lee, ex. v.p. 
g. m.; Frank G. ee . sls. 

KVVG 75, 

E. D. Beatie, Bob Hill, 
sls, m. 


COLORADO 


KKTV 59,223 — 
James D. Russell, p. & &. m.; 


(Continued on page 112) 


&. m.; 





Vincent 


355 
Lou 


489 
Norman 


m.; 


Harry 


ae 


&. Ne 





New Stations 


wkrc-Tv (5) Mobile, Ala. Affiliate: 
CBS. Kenneth R. Giddens, pres. 
Avery-Knodel, Inc., rep. Kenneth R. 
Giddens, 20%; Joseph H. Little, v.p., 
6.66% ; Andrew C. Smith, S.J., (pres. 
of Spring Hill College), treas. Shirley 
R. Konrad, 10%; T. J. Rester, Jr., 
10%; Spring Hill College, 6.66%; 
Alfred F. Delchamps, 4.44%; Louie 
Brannan, 6.66%; O. H. May, 4.44%; 
Thomas A. Twitty, 4%; William H. 
Armbrecht, Jr., secy., 4%; T. K. Jack- 
son, Jr., 8.88%; 9 others, none with 
more than 3.33%. 

wctv (6) Thomasville, Ga., 
September 15. John H. Phipps, 
Meeker, TV, Inc. & Harry E. 
mings (Southeast), reps. 

KARD-Tv (3) Wichita, Kansas, be- 
gan September 1. George M. Brown, 
pres. Edward Petry & Co., Inc., rep. 
George M. Brown, 23%; Charles L. 
Brown, 4.6%; Helen Brown, 13.7%; 
William J. Moyer, v.p., 6.8%; Daniel 


began 
owner. 
Cum- 


M. Moyer, secy.-treas., 18%; over 
100 others. 
KTvo (3) Kirksville, Mo. James J. 


Conroy, pres., 66.16%; Merrill Gil- 
more, v.p., .16-2/3%; Alice E. Fisher, 
.16-2/3%; B. E. Allison, 
R. E. Russell, 33.33% 

witN (7) Washington, N. Car. 
Affiliate: NBC. W. R. Roberson, Jr., 
pres. & gen. mgr. Headley-Reed Tele- 


secy.-treas., 


dir., .16-2/3%; 


vision, rep. W. R. Roberson, Jr., 5.9% ; 
H. W. Anderson, v.p., 25.38%; R. M. 
Fountain, v.p., 25.38%; William 5S. 
Page, secy., 16.98%; W. R. Roberson, 
Sr. (with wife), 7.58%; J. P. Rober- 
son, 5.5%; Hanna R. Bagwell, 5.5%; 


William E. Barnes (with wife), 
4.37%; 5, each less than 1% 
KBMB-TV (12) Bismark, N. Dak. 
Affiliate: CBS. John W. Boler, pres. 
Weed Television Corporation, rep. 
Jamestown Bestg. Co., Inc., 63.5% 


(Ownership same as KXJB-TV Valley 
City and KcjB-Tv Minot.) 


wora-Tv (5) Mayaguez, P. R. Al- 
fredo R. de Arellano, Jr., pres., 
93.55% ; 5 others. 


wpBJ-Tv (7) Roanoke, Va. Affiliate: 
CBS. Ray P. Jordan, mng. dir. Free & 
Peters, Inc., rep. First National Ex- 
change Bank of Roanoke for estates of 
J. P. and J. B. Fishburn, 86%; J. P. 


Fishburn trust, 2.7%; none 
o%, 


7 others, 
own more than 2% 
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= 
Muncie is Ist 
in the nation in 
HOURS PER WEEK 
SPENT VIEWING TV 
WLBC-TV is Ist 
choice in 
TV VIEWING 
They really go for TV in Mun- 
cie as proven in a recent na- 
tion-wide survey made in 34 
cities by the American Research 
Bureav. The average Muncie 
week watching television . . . 
more hours per week than any 
other city! WLBC-TV leads in 
Muncie according to the No- 
vember A.R.B. Report, telecast- 
ing from 7 A.M. to 11:30 P.M. 


31/, hours per week 
MUNCIE FOR 
fomily spends 31% hours per 
CBS - NBC -DUMONT-ABC NETWORKS 


WLBC-TV 





MUNCIE, INDIANA 
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Set Count (Cont'd from page 111) 


City 


Station Vht Unt Color 





Denver 


Grand 


Hartford 


New Britain 


New Haven 


Waterbury 


Wilmington 


Robert D. Ellis, v.p. & nat. els.d. 
KRDO-TV 40,000 _ 
Harry W. Hoth, Jr., p.. g. m. & 

sls. m. 

KBTV 306,61 
Joseph Herold, st. _& E. L. Col- 

bourn, exec. sls. d 
KFEL-TV 299,762 
Gene O'Fallon, p. & g. m. : Frank 

Bishop, dir. & c. m. 

KLZ-TV 306,683 68 
Hugh B. Terry, p. & g. m.; Jack 

Tipton, ¢. sls. m. 

KOA-TV 306,615 100 
William Grant, p. & ¢. m.; Wil- 

liam F. MacCrystall, sls. m. 
KFXJ-TV 13,772 
Rex G. Howell, p. & g. m.: J. R. 

Robinson, mng. d. tv 
KCSJ-TV 52,300 —_ 
W. L. Dennis, coordinator; 

John Henry, sls. m. 


CONNECTICUT 


WICC-TV 72,340 —_ 
Philip Merryman, p. & g. m.; 
Manning Slater, sis. m. 
WGTH-TV 291,299 a 
Alex Campbell, Jr.. v.p.; George 
H. Morris, sls. m. 
WENB-TV 284,169 
Peter B. Kenney, v.p. & g.m.; 
Erwin B. Needles sis. m. 
WNHC-TV 948,702 156 
Edward C. Obrist, m.; J. Vincent 
Callanan, sls. m. 
WATR-TV 215,100 — 
Samuel R. Elman, st. & c. m. 


DELAWARE 


WwPFH 2,051,000 
Robert R. Nelson, st. m.: 
Lau, c. m. 


Glen 


DISTRICT OF COLUMBIA 


Washington 


| aa Beach _— TV—2 Nov. 55 
¥Yort 


Fort Myers 


Jacksonville 


Miami 


Orlando 


Vanama City 


Pensacola 


st. 
Vetersburg 


Tampa 


WMAL-TV 600,000 
Frederick S. Houwink, g.m.;: 
J. Edwards, sis. m. 
WRC-TV 749,000 175 
Carleton D. Smith, v.p. & g. m.; 
Joseph Goodfellow, dir. of sls. 
WTOP-TY 688,300 _—_ 
George F. Hartford, v.p. chge. tv.; 
Robert A. J. Bordley, sls. m. 
WTTG 665,000 _— 
Leslie G. Arries, Jr., g. m. & sls. m 


Neal 


FLORIDA 


7,716 os 
Walter M. Koessler, exec. v. p. & 


WINK-TV 14,012 — 

A. J. Bauer, g. m.; Bob Bradley, 
ec. m. 

Lg TV si, ‘_— 
. 8. Gilchrist, Jr.. g. m.; Willard 
7 Praker, sls. m. 

WMBR-TV 491,024 — 

Glenn Marshall, Jr., p.; Charles M 
Stone, v.p. 

WOBS-TV—30 Nov. ’55 

WGBS-TV 201,000 100 

Frank Riordan, mng.d.; Walter 


Koessler, sls. m. 


witvi 336,000 75 

Lee Ruwitch, exec. v.p. & g. m.; 
John S. Allen, v.p. & g. sls. m 

WDBO-TV 103,427 —_— 

Harold P. Danforth, p.. g. m. & 
sls. m. 

WJIDM-TV 27,500 — 

Harry C. Babb, st. m.; Byron Hay- 
ford, sls. m. 

WEAR-TV 105,000 _ 

Mel Wheeler, p. & g. m.: Milt de 
Reyna, Jr., asst. g. m. 

WPFA-TV 2,500 — 


Charles W. Lamar Jr., p.: George 
Blanford, g. m. & natl. & loc. sis. 
WSUN-TV 173,474 — 
Charles L. Kelly, g¢. m.; Bernard 
L. Kobres. sls. d. 
WFLA-TV 185,000 50 
George W. Harvey, g. m.; William 
B. Faber, sls. m. 
WIvTt 200,009 hs 
W. Walter Tison, v.p. & g.m 
Paul M. Jones, asst. sls. m. 
WIRK-TV 47,609 — 
Joseph S. Field, Jr., p. & g. m.; 
Sherlee Barish, c. m. 
WINO-TV 264,131 = 
ytaeene A. Eiland, g.m. & sls. 


d.; W. F. Housner, sls. m. 
wrinty. 301,875 
J. R. Meach 


om. D. & g. m.; Bd 
J. Hennessy, ¢. sls. m. 











City Station vhi Unt Color 
GEORGIA 
Albany WALB-TV 45,000 _— 
James H. Gray, p.; Tom Still- 
wagon, g. m. 
Atlanta WAGA-TYV 511,560 500 
Glenn Jackson, mng. d.; John W. 
Collins, m. 
WLW-A 497,150 
Harry ne. g. m.; Barney Ochs, 
nat. sis. 
WSB-TV "485,725 200 
John M. Outler, Jr., ¢. m.; Marcus 
Bartlett, st. m. 
Augusta WdJIBF 168,250 50 
J. B. Fuqua, p.; Donald M. Kelly, 
Jr., V.p. & &. m. 
WRDW-TYV 149,900 _ 
J. W. Hicks, g¢.m. 
Columbus WDAK-TV 136,959 _ 
E. F. om st. m.; Joe Wind- 
sor, 
WRBL-TV 187,327 _— 
Ridley Bell, g. m.; George Jenkins, 
sls. m. 
Macon WMAZ-TV 104,371 o— 
Wilton E. Cobb, g. m.; Frank 
Crowther, c. m. 
Rome WROM-TV 174,330 — 
Ed McKay, m.; Chas. Doss, c. m 
Savannah 150,360 — 
W. T. Knight, Jr.. p. & g. m.: 
Ben Williams, ¢c. m. 
Thomasville WCTV a — 
L. Herschel Graves, g. m. 
IDAHO 
Boise KBOI-TV 47,800 _ 
Westerman Whillock, 2 m.; Earl 
Glade, Jr., st. m. & c. m. 
KIDO-TV 41,900 
Walter E. Whgstaff, v.p. & ¢. m.; 
Barry Tucker, sls. m. 
Idaho Falls KID-TV 10, 416 
Cc. BS Sante, g. m.; Claude Cain, 
Lewiston KLEW TV—3 Nov. "55 
Twin Falls KLIX-TV —_—_— — 
Frank C. McIntyre, v.p. & g¢.m. 
ILLINOIS 
Bloomington WBLN-TV 15,000 _ 
Worth S. Rough, p., g¢. m. & sls. m. 
Champaign WCcIA 331,260 — 
August C. Meyer, p.: Guy Main, 
y s d. 
Chicago 
WBKB 2,058,610 ae 
Sterling C. Quinlan, v.p. 
WGN-TV 2,300,000 
Frank P. Schreiber, v.p. & g. m. 
Theodore Weber, sls. d. 
WNBQ 2,280,000 1,500 
Jules Herbuveaux, g. m.; John M. 
Keys, sls. d. 
Danville WDAN-TV 50,000 
Max Shaffer, st. m.; John D. Bek- 
ert, sls. d. 
Decatur WTVP 150,540 — 
W. L. Shellabarger, p. & g. m.; 
Dean Bafford, acting c. m. 
Warrisburg WSIL-TV 34,692 _ 
O. L. Turner, st. m. 
Peoria WEEK-TV 235,134 1,137 
Fred C. Mueller, g. m.; William 
J. Flynn, c. m. 
WTVH-TV 238,000 200 
Edward G. Smith, g. m.; John 
Leslie, sls. m. 
Quincey KHQA-TV 162,668 19 
Walter Rothschild, ¢. m. & nat. 
sls. m.; Paul Millen, asst. nat. 
sls. m. 
WGEM-TV 150,000 — 
Joe Bonansinga, g. m.; James E. 
Muse, c. m. 
Rockford WREX-TV 256,600 oS 
Joe Baisch, ¢.m.; Al Bilardello, 
loc. sls. m. 
wTvo 116,000 om 
Harold Froelich, g.m.; Edward 
Ruppe, sls. m. 
Rock Island WHBF-TV 303,930 *_— 
Leslie C. Johnson, v.p. & g. m.; 
Maurice Corken, asst. g. m. & 
sls. d. 
Springfield wics 03,580 _ 
Milton D. Friedland, g. m.; War- 
ren King, loc. sls. m. 
INDIANA 
Anderson WCBC-TV—461 Nov. ’55 
Bloomington WTTV 657,615 200 
Robert Lemon, g. m.; Norman 
Cissna, asst. m. & sls. d. 
Elkhart WSJV-TV 208,319 _ 
John F. Dille, Jr., p.; John J. 
Keenan, ¢c. m. 
Evansville WFIE-TV 97,121 a 


Ted Nelson, g. m. & natl. sls. m.; 
Jay Sondheim, loc. els. m. 











Richard B. Hull, ¢. m.; Robert C. 
Mulhall, sls. m. 





Portland 


Paul Tiemer, sls. m. 


City Station vht Unt Color City Station Vhti Unt 
WEHT (see Henderson, Ky.) Lake Charles KPLC-TV 66,781 
Fort Wayne WKJG-T 138,070 *— David Wilson, g. m.; Pelham Mills, 
Edward G. Thoms, v.p. & ¢. m.; Jr., ec. & opertns. m,. 
Carleton B, Evans, c. m. KTAG-TV 62,167 — 
WIN-T (see Waterloo) William F. MHession, ¢. m.; 
Indianapolis WFBM-TV 690,000 350 Harper Clarke, asst. m. & sls. m. m. 
William F. Kiley, ¢. m.; Don Monroe KNOE-TV 245,500 
Menke, c. m. Paul H. Goldman, v.p. & ¢g. m.; 
WISH-TV 660,000 125 Jack Ansell, Jr., sls. & prom. d. 
Robert B. McConnell, v.p.; Robert New Orleans WDSU-TV 343,390 200 
F. Ohleyer, sls. m. Robert D. Swezey, ex. v.p. & 
Lafayette WFAM-TV 130,000 _ g. m.; A. Louis Read, v.p. & 
O. E. Richardson, p.; Herbert Nel- ec. m. 
son, m. | WIMR-TV 131,711 121 
Muncie TV 107,250 20 George A. Mayoral, exec. v.p. & 
W. F. Craig, v g. m.; Paul Beville, sls. m. 
South Bend WSBT-TV 181,953 25 Shreveport KSLA 83,000 _ 
Neal B. Welch, g. m.; Richard W. | Winston B. Linam, st. m.; Deane 
Holloway, nat. sls. m. | R. Flett, nat. sls. m. 
WNDU-TV 169,000 _ KTBS-TV 51,041 15 
Bernard ©. Barth, v.p. & g. m.; Patrick J. White, tv st. m.; Mrs. 
} tages Thomas Hamilton, c. Marie Gifford, tv c. m. 
sls. m. | 
Terre Haute WTHI-TV 154,000 
J. i. miosis, g. m.: David ° MAINE 
~~ Fiala: Bangor WABLTV 98,650 
Waterloo WIN-T 139,625 *— | Leon P. German, Jr., g. m.; Mil- 
Ben B. Baylor, Jr., v.p. & §. m.; ton Chapman, loc. sls. m. 
Robert C. Currie, Jr.. prog. m. | Ww-TWO ctrl Jans 
Murray Carpenter, p. & treas.; 
IOWA Rudolph Marcoux, bus. m. 
Poland Spring WMTW 272,923 
Ames WOI-TV 315,600 — John H. Norton, Jr., v.p. & g. m.; 
] 
| 


Cedar Rapids 


Davenport 


Des Moines 


Fort Dodge 


Mason City 


Sioux City 


Waterloo 


Great Bend 

Hutchinson 
(Wichita) 

Pittsburg 


Topeka 


Wichita 


Lexington 


Louisville 


Alexandria 


Baton Rouge 


KCRG-TV 288,660 _ 
Wade S. Patterson, g. & sls. m. 
WMT-TV 289,220 100 


William B. Quarton, v.p. & m m.;: 
Lewis Van x g. sls. = 
Wwoc-TV 295,165 

Ernest C. Sanders, resident m.; 


Paul A. Loyet, v.p. & res. m.; 
Harold W. Fulton, sls. m. 

KRNT-TV_ 197,281 

Robert W. Dillon, g. m.; Paul x. 
Elliott, c. m. 

KQTV 36,812 

Edward Breen, p. & g. m.: Max 
Landes, sls. m. 

KGLO-TV 135,932 

Herbert R. Ohrt, ex. v.p. & g. m.;: 
Walter Rothschild, nat. sls. m. 

KTIV 187,734 

Dietrich Dirks, p.; 
erty, v.p. 

KVTV 154,642 
Arthur J. Smith, res. m.; 
D. Sullivan, adv. d. 

KWWL-TV 291,445 
R. J. McElroy, g¢. m.;: 
Inman, sls. d. 


_— 


Eugene Flah- 


50 
Donald 


200 
Don E. 


KANSAS 
KCKT-TV 144,350 
Les Ware, ¢. m.; 

ec. m. 
KTVH 226,501 _— 
Howard 0. Peterson, g. m.: E. W. 
Dallier, g. sls. m. 


Otis Cowan, 


KOAM-TV 124,410 = 

R. E. Wade, g. & sls. m. 

WIBW-TV 122,914 11 

Ben Ludy, g. m.; Hilton Hodges, 
Ss. m. 

KAKE-TV 227,599 


Martin Umansky, g. m.; Donivan 
D. Waldron, nat. sls. m. 


KARD-TV ——— 
William J. Moyer, v.p. & g. m. 
KEDD 160,968 _ 


Stanley Durwood, p. & g. m.: 
Dean Campbell, sls. m. 


KENTUCKY 
WEHT 88,951 25 
Cecil M. 


Sansbury, g.m.; Charles 

C. Palmisano, sls. m. 

WLEX-TV ——j 

Earl L. Boyles, ex. v.p. & gz. m.: 
Jim Pennock, sls. m. 

WAVE-TV 480,000 100 

Nathan Lord, v.p. & g. m.; Ralph 
Jackson, c. m. 

WHAS-TV —— 

Victor A. Sholis, 


+ om 
d.; Albert J. 
Gillen, sls. d 


LOUISIANA 
KALB-TV_ 110,500 
Willard L. Cobb, g. m.; Marvin 

Reuben, sls. m. 
WAFB-TV 82,000 
Tom E. Gibbens, v.p. & g. 

Ron Litteral, sls. m. 


WBRZ 167,790 — 
J. Roy Dabadie, g. m. 
KLFY-TV 45,330 = 


W. H,. Patton, g.m. 








Baltimore 


Salisbury 


Adams 
(Pittsfield) 
Boston 


Cambridge 
(Boston) 


Springfield 


Ann Arbor 
Bay City 
Cadillac 


Detroit 


Flint 
Grand Rapids 


Lansing 


Marquette 


WCSH-TV 180,000 100 

William H. Rines, mng. d.; Jack 
S. Atwood, st. m. 

WGAN-TV 185,000 100 

Creighton E. Gatchell, vp. & 


g. m.; Richard E. Bates, sls. m. 


MARYLAND 
WAAM 613,789 
Ken Carter, g. m.; Armand Grant, 

asst. g. m. & sls. d 


WBAL-TV 613,053 100 

Leslie H. Peard, Jr., sl. m.; F. W. 
Cardall, bus. m. 

WMAR-TV 618,063 116 

E. K. Jett, v.p. & d.; Ernest A. 
Lang, c. m, 

woc-TV 52,860 —_ 

John W. Downing, p.: Charles J. 
Truitt, v.p., g. m. & c. m. 

MASSACHUSETTS 

WMGT 167,051 — 

William P. Geary, m.; Allan Bon- 
ney, sls. m. 

WBZ-TV 1,332,379 64 


W. C. Swartley, v.p. & g. m.; C. H. 
Masse, sls. m. 

WNAC-TV 1,332,379 — 

Norman Knight, ex. v.p. & g. m.; 


Thomas H. Bateson, sls. serv. 
& nat. sis. d. 
WTAO-TV 190,000 oe 
bag gy Dunlap, ¢. m.; Ted Pitman, 


WHY N-TV 190, 600 

Charles N. DeRose, g. m. ; Patrick 
J. Montague, c. m. 

wwLp 192,500 5a 

William L. Putnam, g. m.; James 
H. Ferguson, Jr., sls. m. 


MICHIGAN 
WPAG-TV 28,000 
Edward F. Baughn, g. m.; 
neth MacDonald, sls. m. 
WNEM-TV 312,555 
Harry E. Travis, g. m.; 
Keenan, sls. m. 
7 315,316 
David F. Milligan, g. m.; 
Ellerman, sis. m. 
CKLW-TV 1,400,000 


Ken- 

75 
John J. 
Gene 


E. 


J. E. Campeau, p. & g. m.; 
Wilson Wardell, gen. sls. m. 
WJBK-TV 1,590,100 600 
Bill Michaels, mng. d.; Maurice 

McMurray, nat. sls. m. 
WW4-TV 1,589,000 500 
Edwin K. Wheeler, g. m.; Douglas 


L. Sinn, loc. sls, m, 
WXYZ-TV 1,516,000 
James G. Riddell, p. & g. m.; John 
F. Pival, v.p. chge. tv. 
WJRT—12 Nov. ’55 
WOOD-TV 549,149 150 
Willard Schroeder, g. m.; Arthur 
M. Swift, gen. sls. m. 


WKZO-TV 590,500 200 

Carl E. Lee, v.p. & mng. d.; 
Donald W. DeSmit, sls. m. 

WJIM-TV 435,980 1,000 


Howard Finch, v.p. & g. m.; Rich- 
ard E. Nason, oprtns. d. 
WTOM-TV 65,180 
L. G. Christion, g. m.; Leonard P. 
Frankel, sls. m. 
WAGE-TV—6 Dec. 1 °55 


(Continued on page 118) 





—~ | What does it take to 
b make 


people buy? 


HE new field of mo- 

tivation research is 
carefully examined in 
this book. Written by 
a psychologist well ac- 
quainted with the 
needs and problems of 
advertising and mar- 
keting men, the book 
is vital reading for 
everyone who wants to 
know more about this 
latest psychological 
tool for more effective 
selling. 


MOTIVATION 
RESEARCH 
in Advertising 
— and Marketing — 


By GEORGE HORSLEY SMITH 
Associate Professor of Psychology 
The Newark College of Arts and Sciences 
Rutgers University 
242 pages, 6 x 9, illustrated, $5.00 

















After establishing a psychological frame 
of reference, the author outlines some meth- 
ods of interviewing. He points out the place 
of free association, nondirection, and pro- 
jection in qualitative interviewing. In addi- 
tion, he discusses the “open-end question- 
naire,” the “psychoanalytic interview,” and 
the “focused interview.” 


Describes Indirect Questioning 


A brief review of some of the assumptions 
underlying this technique enables you to see 
with new insight the valuable information 
that can be obtained by means of indirect 
and projective tests. Both free and controlled 
word associations are explained, together 
with suggestions on how to analyze the re- 
sults of word-association studies. The vari- 
ous other tests in this category are also ex- 
plained; the cartoon tests, the Thematic Ap- 
perception Test, the Rorschach, and other 
tests of personality. 


Looks at Practical Problems 


Several studies are cited to show the way 
in which traditional methods of questioning, 
familiar to market researchers, may be com- 
bined with the “deeper” techniques of moti- 
vation research. Especially useful for the 
person just beginning to evaluate motiva- 
tion research in his own company, is the 
chapter that answers many questions on 
getting the job done . . . “when is motiva- 
tion research needed . . . who should do the 
job and how is the study carried 
er 


Two Handy, Informative 
Appendixes 


Appendix 1 contains a complete qualita- 
tive interview with suggestions for study- 
ing it. Appendix 2 gives a number of sum- 
maries of motivation studies on topics as 
diverse as prunes and telephone advertising. 
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Set Count (conea from page 113) 


City 


Station vht Unt Coler 





Saginaw 


Traverse City 


Austin 
Duluth 
(Superior) 


Minneapolis- 


Rochester 


Celumbus 


50,000 12 


WKNX-TV 5 
m.; Robert 


1 
Howard H. Wolfe, st. 
M. Chandler, sls. m. 
WPBN-TV 44,298 
John Anderson, st. m.; R. E. Det- 
wiler, c. m. 


MINNESOTA 


KMMT-TV 54,515 

Gene Loffler, m.; Don E. Inman, 
als. d. 

KDAL-TV 106,500 

Dalton Le Masurier, g. m.; Odi 
S. Ramsland, c. m. 

WDSM-TV 112,000 

Rodney A. Quick, v.p. & g. bg 
Thomas Gavin, g. sls. m. 

KSTP-TV 615,000 200 

Stanley E. Hubbard, p. & g. m.; 
Marvin Rosene, gen. sls. m. 

wcco-TV —_ ° 

F. Van Konynenburg, exec. v.p. 
g.m.; Robert N. Ekstrum, sls. 

WTCN-TV 600,000 

Miller C. Robertson, v. p. & g. m.;: 
David Cole, tv sls. m. 

KEYD-TV 585,000 

Lee L. Whiting, y.p.. g. m. & sls. 
m.; Raymond J. Tenpenny, asst. 
¢. m. 

KROC-TV 172,833 

Williard Lampman, st. m.; 
ren L. Miller, gen. sls. m. 


Be | 


War 


MISSISSIPPI 


WCBI-TV 17,000 

Bob McRaney, g. m.; Joseph Car- 
son, st. m. 

WLBT 135,000 25 

Fred Beard, m.; Frank Gentry, 


ec. m. 
WsTv 124,000 
Owens F. Alexander, st. m.; 
Bill Carlier, sls. m. 
WTOK-TV 60,000 
Robert F. Wright, p. & g. 
William B. Crooks, v.p. & c. 


WTWV—9 Nov. °55 


m.; 
m. 





Television 
Sketehbook 


(A Program Aid) 


Timely and practical 
working scripts for the pres- 
entation of songs in drama- 
tic, comic and pictorial 
fashion. . 

The very latest song hits 
as well as the standard favor- 
ites are developed into pho- 
togenic sketches which can 
be used effectively as com- 
plete musical shows, as pro- 
duction numbers in variety 
programs or as scene-setting 

ents. 

xo are dozens of ways 

in which you can adapt the 

BMI Sketchbook to advan- 

tage. 


A Monthly BMI TV Service 


BROADCAST MUSIC, INC. 


NEW 


YORK e 


CHAKAGO * HOLLYWOOD 
TORONTO © MONTREAL 
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City 


Station Vht Unf Color 





Cape 

Girardeau 
Columbia 
Hannibal 
Jefferson City 
Joplin 


Kansas City 


Kirksville 
St. Joseph 


St. Louis 


Sedalia 


Springfield 


Billings 
Butte 
Great Falls 


Missoula 


Hastings 

Holdrege 
(Kearney) 

Lineoln 


Omaha 


Scottsbluff 


Henderson 
Las Vegas 


Reno 


Manchester 


Mt. Washing- 
ton 


Newark 


Albuquerque 


MISSOURI 


KFVS-TV 131400 

Robert O. Hirsch, st. m.: 
Ramey, sls. m. 

KOMU-TV 99,430 _ 

Ed Lambert, tv d.: John O. Con 
well, c. m. 

KHQA-TV (see Quincy, Hl.) 

KRCG-TV 119,814 

Mrs. Frank G. Handy, p. & g.m. 

KSWM-TV 100,444 12 

Austin A. Harrison, p.;: 
Knight, loc. sls. m. 

KCMO-TV 593,206 

E. K. Hartenbower, g. m.; 8. 
Tremble, c. m. 

KMBC-TV 494,323 110 

John T. Schilling, v.p. & g. m.: 
George J. Higgins, v.p. & sls. m. 

WDAF-TV 494,323 124 

Wm. A. Bates, st. m.; E. Manne 
Russo, sls. m. 

KTVO —_— 

James J. Conroy, p. 

KFEQ-TV 140,553 

Barton Pitts, ¢. m.; Glenn G. Gris- 
wold, ¢. m. 

KSD-TV 801,630 

George M. Burbach, g. m.; 
E. Yeldell, sls. m. 

KTV 378,530 

Paul E. PeMason, p. & g. m. 

K 000 


Jack 


D. T. 
124 
B. 


65 
Guy 


WK-TV 725 

Robert T. Convey, p. & g. m.; 
Vv. E. Carmichael, v.p. & sis. d. 

KDRO-TV 57,000 _ 

H. W. Brandes, g. m.; 
Glenn, sls. m. 

KTTS-TV 


Jimmy 


12 


R. L. Stufflebam, co-mgr. & ec. 
m.; Carl Fox, co-mgr. 


MONTANA 

KOOK-TV 22,000 

Vv. V. “Bud” Clark, g. m.; 
H. Conner, c. m. 

KXLF-TV ———j a 

E. B. Craney, p.; Jim Manning, 
g. m. 

KFBB-TV 24,000 

LeRoy Stahl, st. m.; W. C. Blanch- 
ette, c. m. 

KGV0O-TV 20,708 

A. J. Mosby, p. & m.; 
Schmidt, sls. m. 


John 


Herbert 


‘NEBRASKA 
KHAS-TV—S5 Nov. ’55 
KHOL-TV 77,932 
Jack Gilbert, st. m.: 

lamy, els. m. 
KOLN-TV 129,426 
A. James Ebel, m.; 

Young, sls. m. 
KMTV 317,494 150 
Owen Saddler, ex. v.p. & g. m.; 

Arden Swisher, g. sls. m. 
wow-TV 317,494 
Frank P. Fogarty, v.p. & g. m.: 

Fred Ebener, sls. m. 
KSTF -__ 
William C. Grove, g. m.: C. P. 

Cahill, c. m. (Satellite of KFBC- 

TV Cheyenne, Wyo.) 


Al McPhil- 


Thomas L. 


NEVADA 
KLRJ-TV 28,600 12 
Bob Gardner, g. m.; Pat Burke, 
loc. sls. m. 
KLAS-TV 28,600 
R. G. Jolley, p. & g. m.: Marian 
Y. Komar, c. m. 
KZTV 21,316 aS 
Harry Huey, g. m.: Richard Colon, 


devit. d 


NEW HAMPSHIRE 

WMUR-TV 1,250,033 _ 

Norman A. Gittleson, ex. v.p. & 
gs. m.; Gordon E. Moore, sls. m. 

WMTW (see Poland Spring, Me.) 


NEW JERSEY 
WATV 4,730,000 
Irving R. Rosenhaus, p. & g. m.;: 

William Crawford, sls. d. 


NEW MEXICO 
KGGM-TV 62,310 —_ 
A. R. Hebenstreit, p. & g. m.: 

George Morgan, c. m. 
KOAT-TV 58,166 
Ted L. Snider, st. m., Mel Drake, 

gen. sis. m. 





City Station Vht Unf Color 
KOB-TV 62,310 _ 
Wayne Coy, p. & g. m.; Rolf S. 
Nielsen, tv els. m. 
Roswell KSWS-TV 28,318 _ 
John A. Barnett, o. & ¢. m.; Paul 
B. McEvoy, sls. d. 
NEW YORK 

Albany WROW-TV 175,000 oo 
(Schenee- Thomas S. Murphy, g. m.: Harry 
tady-Troy) L. Goldman, st. m. 

Binghamton WNBF-TV 395,990 2 

George R. Dunham, g. m.; Andre 
G. Hubbell, g. sls. m. 
Bloomingdale WIRI 98,390* — 
(Lake Placid) Carl F. Stohn, Sr., p. & g. m.: 
Al La France, sis. m. *Plus 
350,000 Canadian coverage. 
Buffalo WBEN-TV 473,631 200 
George R. Torge, st. m.; Nicholas 
J. Malter, sls. m. 
WBUF-TV 198,000 — 
Gary L. Cohen, ex. v.p.: Bob 
Brennan, sls. m. 
WGR-TV 478,849* 246 
Joseph J. Bernard, v. p. & g. m.; 
G. Paschall Swift, sls. m. *Plus 
459,180 in Ontario. 

Carthage WCNY-TV 70,780 _ 
(Water- James W. Higgins, tv d.; Alfred 
town) M. Tauroney, sls. m. 

Kingston WKNY-TV 37,800 — 

Robert M. Peebles, v.p. & g. m.; 
Robert L. Sabin, v.p., chge. sls. 
New York WABC-TV 4,730,000 a 
Robert L. Stone, g. m.; Lawrence 
L. Wynn, sls. m. 
WABD 4,362,300 3,000 
George L. BarenBregge, st. m. & 
sis. m. 
WATYV (see Newark) 
WCBS-TV 4,730,000 3,000 
Sam Cook Digges, g¢. m.: Frank 
Shakespeare, sls. m. 
WOR-TV 4,730,000 —_ 
Gordon Gray, g. m.; Charles Phil- 
ips, sls. m. 
wPeix 4,730,000 _ 
Fred M. Thrower, g. m.; John A. 
Paterson, sls. m. 
WRCA 4,730,000 3,000 
Hamilton Shea, g. m.: Jay J. 
Heitin, sls. m. 
Rochester WHAM-TV 315,000* 50 
William Fay, p. & g. m.; John W. 
Kennedy, Jr., v.p. & g. sls. m. 
*Plus 75,000 Canadian coverage. 
WHEC-TV 295,500 200 
C. Glover DeLaney, v.p. & g. m.: 
LeMaine C. Wheeler, g. sls. m. 
WVET-TV 295,500 200 
Ervin F. Lyke, p. & g. m.; 
Arthur Murrellwright, sls. m. 
Schenectady WRGB 442,300 ° = 
bany- Raymond W. Welpott, st. m.: Rob- 
Troy) ert F. Reid, sls. m. 
Syracuse WHEN-TV 373,201 650 
Paul Adanti, vp. & gg. m.: 
Frederick Menzies, cc. m. 
WSYR-TV 370,330 300 
E. R. Vadeboncoeur, p. & g. m.: 
W. R. Alford, nat. sls. d. 
Utica WKTV 175,000 215 
Michael C. Fusco, g. m. & sls. m. 
NORTH CAROLINA 
Asheville WISE-TV ,000 _— 
Harold H. Thoms, g. m.; Joseph 
J. Master, sls. m. 
WLOS-TV 328,950 _— 
J. E. Edmonds, ¢. m.: Bradley 
H. Roberts, c. m. 
Charlotte WBTV 497,775 78 
Charles H. Crutchfield, ex. v.p. & 
g. m.; Wallace J. Jorgenson, gen. 
sls. m. 
Durham WTVD 275,680 16 
Harmon L. Duncan, p. & g. m.; 
Mike Thompson, sls. m. 
Fayetteville WFLB-TV—18 Nov. ’55 
Greensboro WFMY-TV 330,810 68 
Gaines Kelley, g. m.; Joseph E. 
Lake, sls. m. 
Greenville WwNCT 139,340 _— 
A. Hartwell Campbell, g. m.; Joh 
G. Clark, Jr., ¢. m. 
Raleigh WNAO-TV 125,000 20 
John H. Bone, g. m.; Earl Welde. 
ec. m. 
Washington WITN ee 
W. R. Roberson, Jr., p. & g. m.; 
T. H. Patterson, c. m. 
Wilmington WMFD-TV 72,500 — 
R. A. Dunlea, Jr.. m.: Claud 
O’Shields, els. m. 

Winston- WSJS-TV 627,982 225 

Salem Harold Essex, ex. v.p. & g. m.; 


Harry B. Shaw, sls. m. 
WTOB-TV 100,118 
John G. Johnson, g. m. 











City Station Vhf Ubf Color 
NORTH DAKOTA 
Bismarck KBMB-TV 
John W. Boler, 
KFYR-TV 28,750 — 
F. E. Fitzsimmonds. ex. v.p.: 
A. L. Anderson, sls. m. 
Fargo WDAY-TV 80,000 _ 
Jack Dunn, st. m.; Tom Barnes, 
sla. m. 
KXJB-TV (see Valley City) 
Minot KCJB-TV 28, 
John W. Boler, p. & ¢. m. : Robert 
Bausman, res. m. 
Valley City KX4B-TV 80,000 300 
John W. Boler, p. & g. m.; Wm. L. 
Hurley, v.p. chge. sls. 
OHIO 
Akron WAKR-TV 174,066 —_ 
S. Bernard Berk. p.; Roger G. 
Berk, v.p. & g¢.m. 
Ashtabula WICA-TV 116,285 —_ 
John A. Colin, ¢. m.; Donald 
Fassett, bus. m. 
Cincinnati WCPO-TV 767,729 a 
M. C. Watters, v.p. & g. m.; C. L. 
(Chick) Doty, sls. d. 
WKRC-TV 767,728 RS ,000 
David G. Taft, ex. v.p. & & 
Robert T. Schlinkert, g. a m. 
WLW-T 525,000 9 
R. E. Dunville, p.; Robert Boul- 
ware, st. m. 
Cleveland WEWS 1,102,150 a 
James C. Hanrahan, g. m.; John 
H. Foley. loc. sls. m. 
WNBK 1,210. 107 
Lloyd E. Yoder, g. m.: William N. 
Davidson, asst. g. m. & sls. a. 
WXEL 1,186 
Franklin C. Sryder, mng. d.; R. Cc. 
Wright, c. m. 
Columbus WBNS-TV 467,756 a 
Richard A. Borel, tv d.: Robert 
D. Thomas, sls. m. 
WLW-C 350,800 _— 
James Leonard, v.p. & €. m.; 
Charles Dodsworth, sls. d. 
WTVN-TV 381,451 
Joseph W. McGough, S. 2.2 Rob- 
ert C. Wiegand, asst. g. m. 
Dayton WHIO-TV 637,330 — 
Robert H. Moody, ¢. m.: Walter 
E. Wolaver, c. m. 
WLW-D 331,000 sid 
H. Peter Lasker, v.p. & g. m.; 
George Gray, c. m. 
Lima WIMA-TV $1,699 a 
Robert W. Mack, v.p. & g. m.: 
C. B. Heller,.loc. sls. m. 
Steubenville WSTV-TV 1,074,415 _ 
John J. ux, exec. v.p. & g. m.; 
Joseph M. Troesch, asst. g. m. 
Toledo WSPD-TV 376,890 
Allen L. Haid, v.p. & mong. d.; 
Bill Ashworth, nat. sls. m. 
Youngstown WFMJ-TV 149,000 100 
William F. Maag, Jr., p.; Mitch 
Stanley, st. m. & sls. m. 
N- 151,168 100 
W. P. Williamson, Jr., p. & g. m.: 
J. L. Bowden, st. d. 
Zanesville WHIZ-TV 45,000 — 
Allar Land, mng. d.; Nate Milder, 
sls. d. 
OKLAHOMA 
Ada KTEN 86,400 
Bill Hoover, v.p. & g. m.: Brown 
Morris, sec. treas. & st. m. 
Enid KGEO-TV 306,000 — 
George Streets, sec. & m.; Tom 
Belcher, sls. m. 
Lawton KSWO-TV 70,000 
se ee B. Baker, st. m.; Al Shore, 
sis. 
Muskogee KTVX 248,750 
L. A. Blust, Jr., vp. & g. m. 
Ben Holmes, nat sls. d. 
Oklahoma KTVQ@ 220,006 —_— 
City R. Mack open st. m.; Ray Wil- 
r e. 
KWTV 341,500 100 
Edgar T. Bell, v.p. & g. m.; Fred 
L. Vance, sls. m. 
WKY-TV 343,558 118 
P. A. Sugg, ex. v.p. & st. m.; 
John Haberlan, nat. sls. m. 
Tulsa KOTV 298,182 60 
C. Wrede Petersmeyer, p. & g. m.: 
Jim Richdale, c. m. 
KVOO-TV 248,000 500 
C.-B. Akers, g. m.; John Devine, 
ec. m. 
OREGON 
Eugene KVAL-TV 56,000 


Klamath Falls 
Medford 


S. W. McCready, g. m.; Glenn 
Nickell, sls. m. 

KFJI-TV—2 Nov. ’55 

KBES-TV 29,200 a 

Everett A. Faber, v.p.; Edward 


Barnett, sls. m. 

















City Station vhi Unt Color City Station Vht Unf Color 
Portland KOIN-TV 340,000 200 Greenville WFBC-TV 380,337 toe 
C. Howard Lane, v.p. & mng. d.; B. T. Whitmire, m.; R. Q. Glass, 
John L. Palmer, nat. sis. m. ec. m. 
KPTV 336,157 275 WGVL-TV 130,000 — 
Russell K. Olsen, mng. d.; Donald Ben K. McKinnon, v.p., ¢. m. & 
Tykeson, sis. m. sls. m. 
KLOR 310,000 _ 
8S. John Schile, g. m.; Jack Was- 
son, loc. sls. m. SOUTH DAKOTA 
Rapid City KOTA-TV 8,500 
PENNSYLVANIA eae © Oe A. Crow- 
Sioux Falls KELA-TV = 151,326 a 
Altoona WFBG-TV 537,452 =~ Joseph L. Floyd, p.; E. A. Nord, 
Jack Snyder, mng. d.; George g. m. 
Burgeon, oper. m. 
Bethlehem WLEV-TV = ee 
Elwood C. Anderson, st. m.; rge - 
H. Ettele, c. m. TENNESSEE 
Faston WGLV 106,144 — Chattanooga WDEF-TV 150,774 
J. R. Porterfield, ¢g. m.; Nelson S. Harold E. Anderson, g. m.; Otis z= 
Rounsley, bts. m. Segier, sle. m. 
Frie WwIicU 218.500 150 dackson WDXI-TV 91.500 —_ 
Ben McLaughlin, g. m.; Karl R. Aaron B. Robinson, p. & ¢. m.; 
Nelson. c. m. Jack Murphy, sie. m. 
WSEE-TV 82,000 a Johnson City WIJHL-TV 185,316 —_ 
Charles E. Denny, ¢. m.: Don W. H. Lancaster, Jr., v.p., ¢. m 
Boyce, ¢. m. & sis. m. 
Harrisburg §©=WCMB-TV —— Knoxville WATE-TV 226,240 Com 
Ed K. Smith, ¢. m. W. H. Linebaugh, ¢. m.; John T. 
WHP-TV 193,002 _ McCloud, c. m. 
A. K. Redmond, g. & c. m. WTVK 171,000 30 
WTPA 193,002 = John - ee. D.. &. m. 
David J. Bennett, g. m.; Allen P. & 
Solada, sls. m. Memphis waserv: "37 3,747 
Johnstown WARD-TV 60,000 _ John Cleghorn, ¢.p. & g. m.; L. 0. 
Richard J. Butterfield, g. m. & sls. Dobson, sls. d. 
wMCT 362,929 65 
WJAC-TV 898,187 290 | H. W. Slavick, ¢. m.; Earl More- 
Alvin D. Schrott, m.: John H. | land, aset. m. tv opertns. 
Hepburn, sls. m. | Nashville WSIX-TV 273,490 _— 
Lancaster WGAL-TV 912,950 30 | R. D. Stanford, Jn, p. & g. m.; 
Harold E. Miller, st. m.; Leroy K. _E. 8. Tanner, tv. c. d. 
Strine, c. m. WSM-TV 254,241 60 
Philadelphia WCAU-TV 2,094,852 o John H. DeWitt, Jr.. p.; Irving 
Donald W. Thornburgh, p. & g. =. Waugh, c. m. 
Robert M. McGredy, tv. ols. Old ee | WLAC-TV 319,667 
WFIL-TV 2.105,636 (Nashville) T. B. Baker, Jr., ex. v.p. & g¢. m. 
Roger W. Clipp, ¢. m.; monneth Robert M. Reuschle, nat. sis. m. 
W. Stowman, gen. sls. m. . 
WwPTzZ 2,088,322 375 
R. V. Tooke, g. m.; Alsnenéer w. TEXAS 
Dannenbaum, Jr.. m. Abilene KRBC-TYV 58,360 — 
Pittsburgh KDKA-TV 1,134, 110° 100 John Kelly, st. m.; Forest Lane. 
Harold C. Lund. g. m.; Lloyd G. nat. sis. m 
Chapman, sls. m. (Continued on page 116) 
WENS-TV 395,000 _ 
Larry H. Israel, v.p. & g. m.; 
Vera Oldenburg, sls. serv. m. 
WWSW—11 Nov. ’55 
Reading WHUM-TV ,112 _ 
Humboldt J. Greig, v.: Robert M. 
Reuschle, nat. sls. m. 
Seranton WARM-TV 250,000 -- 
William Dawson, v.p. & g. m 
Sam Feigenbaum, sis. m. 
WGBI-TV 260,000 
Robert E. McDowell, st. m. :George 
D. Coleman, nat. sls. m. + . 
WTVU 250, _— 
Thomas W. Jones, ¢. m.; George y | in 
Winterstein, prem. d. 
Wilkes-Barre WBRE-TV 262.000 100 
David M. Baltimore, v.p. & g¢. m.; 
Ernest Lewis, sls. m. 
WILK-TV 269,000 *+— low cost... 
Roy E. Morgan, ex. v.p.; Thomas 
P. Shelburne, m. d. flexible 
Williamsport WRAK-TV—36 Nov. ’55 
York para | - 106,000 —_ 
ichard E. Burg, st. m.; Robert 
M. Stough, sls. m. One of the largest 
WSBA-TV 106,700 — . _ 
Louis J. Appell, Jr.. p suppliers of tem 
porary lighting 
RHODE ISLAND facilities any- 
Providence WJAR-TV 1,404,002 200 where in the U.S. 
Peter B. James, st. m.; Ed Bog- and Canada. 
hosian, sls. m. , 
WPRO-TV 1,404,002 _ Rental equipment 
William S. Cherry, Jr., p. ° . 
Service includes 
SOUTH CAROLINA installation and 
And WAIM-TV 127,550 removal al 
lerson - mS 
Glenn P. Warnock, g. m.; Fisher low cost. 
ae. ce. m. fr 
Charleston Ww -TV 200,300 — ma 
—— Ti. m. & nat. -. m.; ee esti tes 
alph E. Thornley, rgnl. sls. m. : 
WUSN-TV 198,000 pa Write for Free 
J. Drayton Hastie, p. & nat. sls. Catalog of Equipment 
m. ae Cuthbert, rgnl. ale. m. m. 3 ee 
Columbia woos-Tv Sa 95,000 - 
as. ittman, p.; ayne A $ 
Poucher, sls. m. 
WIS-TV | 175,085 a J CK A. FRO T 
Charles A. Batson, mng. d.; Law 
Tepe, ois. tn. magartnest TA 
i. Moody seat ie ay “= 234 Piquette Ave. 
Fa n—segaaiiel alma Detroit 2, Michigan 
Florence watw 150,070 


J. William Quinn, mng. d.; Wallace ee 
J. Jorgenson, ¢. sis. m. 
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Set Count (Cont'd from page 115) 


Station vht Unt Color 





Amarillo 


Austin 
Beaumont 
Big Spring 


Corpus 
Christi 


Dallas 
(Ft. Werth) Roy M. Flynn, st. m.; Gene Cuny, 


Fort Worth 
(Dallas) 

Galveston 

Harlingen 


Houston 


Lengview 


Lubbock 


Lufkin 


Midland 


Odessa 
San Angelo 


San Antonic 


KFDA-TV 75,306 

Ed Moore, g. m.; Dan Hayslett, 
nat. sls. m. 

KGNC-TV 75,306 

Bob Watson, st. m. & pgm. d.; 
Bill Clarke, tv sls. m. 

KTBC-TV 131,755 

J. C. Kellam, g. m.; O. P. (Bob) 

—. sls. m. 


. m. 
Mott M. Johnson, opr. &eam 
KBST-TV—9 Nov. 
KVDO-TV 350 _ 
L. W. “Bud” Smith, g. m.; Bob 
Williams, c. m. 
KRLD-TV 535,763 


250 


150 
Mike 


ec. m. 

WFAA-TV 431,489 

Ralph Nimmons, st. m.; 
Shapiro, c. m. 

KFJZ-TX —_— 

Charles B. Jordan, v.p. 
Dale Drake, nat. sls. 

KROD-TV 75,621 

Val Lawrence, v.p. & g. m. Dick 
Watts, gen. sls. m. 

KTSM-TV 75,027 oo 

Karl O. Wyler, p. & g. m.; Roy 
T. Chapman. v.p. & sls. m. 

KOKE—13 Dec. 15 °55 

WBAP-TV 490,000 

George Cranston, st. m.; 
Bacus, c. m. 

KGUL-TV 454,000 

Paul E. Taft, p. & g. m. Robert 
S. Wilson, g. sls. m. 

KGBT 78,856 

Troy McDaniel, g. m.; 
Roberts, c. m. 

KGUL-TV One ten) 

KPRC-TV 41 

Jack Harris, or gt s. m.: 


Re gs. m.; 


325 
Roy 


Ingham S. 


100 
Jack 


Willard E. Walbridge, gs. m. Bill 
Bennett, ¢. m. 

KTVE 48,000 

~—— Monigold, st. m.: A. James 


nry, €. m. 
KLTV (see ba - 
KCBD-TV — 
Joseph H. Bry, i . ££ 2 mz 
George L. Tarter, c. m. 
KDUB-TV 85,456 
W. D. (Dub) Rogers, p.; 
Collie, nat. sls. m. 
KTRE-TV 30,000 — 
Richman Lewin, v.p. & g. m.: 
Murphy Martin. sls. m. 
KMID-TV 000 _ 
Ray Herndon, g.m.; Lambert Cain, 


c. m. 

KOSA-TV—7 Nov. ’55 

KTXL-TV 41,213 

J. H. Hubbard, g.m.; George Olsen, 
c. m. 

KENS-TV 260,557 35 

Albert - ee g. m.; Wayne 
Kearl. 

WOAI- TV ‘268, 164 30 

James M. Gaines, v.p. & g. m.: 
Ed V. Cheviot, c. sls. m. 

KCOR-TV a 

W. P. Smythe, By & g. m.; R. si 
Cortez, Jr., m. 


George 








* Quiet 
& 


— and 





— Equipment for the movie — 


THE CAMERA e MART, Inc. 
1845 B’way N.Y. 23, N.Y. Circle 6-0930 








Complete line of 15-35 Camera equipment. 
Editing and Lighting equipment, Dollies, 
Lenses, TV Camera accessories. Write for 
catalogue or call: 


SALES — SERVICE — RENTALS 


(qamena CQuiement ©. 


1600 Broadway, 


® Roll ’em 


ACTION! 


Television Producer — 














JUdson 6-1420 
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City Station vhi Unf Color City Station Vhi Unf Color 
Temple KCEN-TV 125,136 a Charleston WOHS-TV 423,234 
Harry Abbott, st. m.; Burton John T. Gelder, Jr., g. m.: John 
Bishop, g. m. L. Sinclair, Jr., sls. m. rad.-tv 
Texarkana KCMC-TV 155,950 _— WSAZ-TV (see Huntington) 
(Tex.-Ark.) Walter M. Windsor, g. m. & c. m. Clarksburg WBLK-TV—12 Nov. ’55 
Tyler KLTV 102,95 _ Huntington WCHS-TV (see Charleston) 
Marshall H. Pengra, g. m. WSAZ-TV 595,970 150 
Waco KANG-TV 55,000 _ Lawrence H. Rogers, v.p. & g. m.: 
Bob Walker, st. m.; Chas. L. Robert E. White, sls. m. 
Howell, asst. m. WHTN-TV ——— _ 
KCEN-TV (see Temple) Fred Weber, p. & nat. sls.; Charles 
KWTX-TV 113,905 _ A. Miller, Jr., loc.-rgnl, sls. m. 
M. N. Bostick, v.p. & g. m.; John Oak Hill WOAY-TV 357,230 
M. Brinegar, sls. m. (Beckley) Robert R. Thomas, Jr., o, & g. m.; 
Weslaco KRGV-TV 74,683 Vic Ludington, sls. m. 
Byron W. Ogle, exec. g. m.; Ken- Parkersburg WTAP 35,902 — 
neth E. Markel, nat. & rgnl. Milton F. Komito, st. m.; Jerry 
ec. m. Burns, sis. m. 
Wichita Falls KFDX-TV 96,690 15 Wheeling WTRF-TV 307,400 92 
Howard H. Fry. v.p. & §. m.; Robert W. Ferguson, ex. v.p. & 
George Craiz. loc. sls. m. . m.; H. Needham Smith. ‘sls. 
KWFT-TV 103,250 —_— 
A. L. Pierce, st. m.; Blaine Corn- | 
well, sls. m. 
WISCONSIN 
UTAH } ‘ , 
SaltLake  KSL-TV _ 183,000 m | oe ee ee 
City D. Lennox Murdoch, v.p. & m.; Richard Kepler. at. ma. ’ 43 
— B. (Ted) Kimball, sls. Green Bay WBAY-TV 235,000 a 
KTVT 183,000 175 eg ae ng m.; Robert 
G. Bennett Larson, p., g¢. m. & WMBV-TV tece Marinette) 
at omen Tie WFRY-TV 200,000 —_ 
Brent Kirk, st. m. & sls. d | er ge 8 st. m.; Ward 0. 
| La Crosse WKBT 103,000 _ 
. Howard Dahl, g. m.; Robert Z. 
VERMONT | Morrison, Jr., sls. m. 
Burlington WCAX-TV 123,956 _ Madison WKOW-TV 101,500 _ 
Stuart T. Martin, g. m.; John A. Ben F. Hovel, g. m.; Robert 
obson, sis. m. Loomer, sls. m. 
VIRGINIA WMTV ; a 4 
4 Morton J. Wagner, st. m.; Peter P. 
Hampton WVEC-TV (see Norfolk) 
Sv ATW ae Theg, loc. sls. m. 
Basehesbung be ey L g tm a : Marinette WMBV-TV 211,440 
Fe See Be SS. U, (Green Bay) Joseph D. Mackin, g. m.; William 
Howard C. Evans, sls. m. R. Walker, tv. m. 
Lynchburg WLVA-TV 231,090 t— | Milwaukee WwxIx 308,255 ee 
Philip P. Allen, v.p. & g§. m.; Edmund C. Bunker, sta. m.; Theo- 
Joseph F. Wright, Jr., als. m. dore C. Shaker, sls. m. 
Norfolk WTAR-TV 371,678 WTMJ-TV 781,222 20 
Campbell Arnoux, p. & &. m.; Walter J. Damm, g. m., tv. & rad.; 
Robert M. Lambe, gen. sis. m. Neale V. Bakke. cls. m 
WVEC-TV 155,000 150 WISN-TV . 700,000 > Poe 
Thomas P. Chisman, p. & g. m.; I. E. Showerman, v.p. & g. m 
_—— A. Brauer, Jr., v.p. & *Z. A. Larson. sis. m 
a 7 * son, sis. m. 
Petersburg WXEX-TV 415,835 <a» | Ste re te eee oe 
Irvin G. Abeloff, v.p. & ar” m.; Wausau WSAU-TV 74,700 as i 
George R. Oliviere, sls. m. George T. Frechette, v.p. & g. m.: 
Portsmouth WTOV-TV Richard D. Dudley, asst. g. m. 
A. V. Bamford, g. m. : Winston & cm. 
Bright, c. m. 
Richmond WTVR 491,387 300 
Wilbur M. Havens, g. m. & sls. 
=: Walter A. Bowry, Jr., asst. WYOMING 
g. m. & asst. sls. m. 
Cheyenne KFBC-TV 49,000 
WOTV—29 Nov. °55 
Roanoke WSLS-TV 356,095 100 —_—..ee P. 
James H. Moore, ex. v.p.: Horace 
Fitzpatrick, asst. & c. m. | 
WDBJ-TV _ | 
Ray P. Jordan, mng. d.; Blake | ALASKA 
Brown, sls. m. 
Anchorage KENI-TV 18,420 
Jack D. Ellison, g. m.; James c. 
WasmInGTen ae le ws 
Bellingham KVOS-TV 196,3 A. G@. Hiebert, ¢. m. 
— a P.; Fred Elsethagen, | Fairbanks KFAR-f¥v ———— —_ 
| James G. Duncan, g. m. & chf. 
Pasco KEPR- TV 57,759 — | engenr.; Phil Howarth, ais. m 
Thomas C. Bostic, v.p. & KTVF 5,000 — 
H. R. Cary, sls. m. (Satellite of | Walter A. Welch, m.; John M. 
KIMA-TV, Yakima) Griffin, ¢. m. 
Seattle KING-TV 443,690 182 
(Tacoma) Otto P. Brandt, v.p. & g. m.; A. 
P. Hunter, c. m. 
KOMO-TV 448,500 192 HAWAII 
W. W. Warren, ex. v.p. & g. m.; Hilo KHBC-TV 80,000 ame 
une ae nw & c. m 192 J. Howard Worrall, p. (Satellite 
~~ * 500 of KGMB-TV. Honolulu) 
Len Higgins, m.; Larry Carino, Honolulu KGMB-TV 82,000 = 
ce. m. “ 
, C. Richard Evans, v.p. & ¢. m.: 
ae. eee Ralph Davison, Jr., g. sls. m. 
William Veneman, g. m.; William KONA 76.250 = 
Rambo, Tacoma sls. m. “ i a * “ 
Spokane KHQ-TV | 141,570 40 ee 
a Dunning, p. & g. m.; KULA-TV 74,500 
ohn H. Pindell, c. m 
KXLY-TV 135,337 a. a - th, J = @ Franklyn 
Richard E. Jones, v.p. & &. m.; | wayuku KMAU 80,000 
wittitt ihe = J. Howard Worrall. p. (Satellite of 
; 7 " ry KGMB-TV, Honolulu) 
Louis Wasmer, owner; Robert H. 
Temple, m 
Tacoma KTNT-TV (see Seattle) 
(Seattle) KTVW (see Seattle) PUERTO RICO 
Yakima KIMA-TV 57,750 _ . y es 
(Pasco) Thomas C. Bostic, v.p. & g.m. —> Titedo R. de Arellano, Jr. 
H. B. Cary, als. m. San Juan WAPA-TV 43,345 — 
Delfin Fermandez, ¢. m.; Segis 
WEST VIRGINIA wus” oe 
Bluefield WHIS-TV naed 


Jim H. Shott, p. 


Rafael Delgado Marquez, g. m.: 
Jorge Luis Rivero, sis. m. 












Newsfront (Cont'd from 101) 


Mr. Nixon, who made a national 
name for himself on television during 
the last campaign, gave agency and 
station executives some advice to pass 
along to candidates and their cam- 
paign managers. 


It is important, Mr. Nixon believes, 
that the candidate have good time even 
though it costs more. Candidates in 
many cases should concentrate on 
spots — five minute talks as well as 
one-minute breaks. This, like the old- 
fashioned billboard, lets voters get to 
know the name and face of the candi- 
dates. 


When a candidate buys a longer pro- 
gram, say thirty minutes, he must do 
all he can to develop an audience for 
the program. His organization should 
be put to work. In addition the pro- 
gram should be advertised — on tele- 
vision and radio, in the newspapers, 
by handbills. 

“Then you can advise him on how 
one can keep an audience, once it 
tunes in,” the Vice President con- 
tinued. The program should be fitted 
to the candidate. Before he is sold 
time or advised as to what he should 
do, he should be studied — how he 
reads a speech, how he reads from 
notes, his conversation. See what way 
you think he will come over best be- 
fore the camera, Mr. Nixon advises, 
then build the program around him. 

Generally speaking, a speech which 
is read on television is not effective, 
in the Vice President’s opinion. He 
prefers the “straightforward, sincere 
type of presentation.” 

A good off-the-cuff informal speech 
takes more preparation than a speech 
that is read, and the candidate must 
realize it, Mr. Nixon believes. He 
urges that the candidate not be tied 
down by putting out an advance news 
release. Most important, he thinks, 
the candidate should discuss a subject 
he knows. 

Instructions should be given well 
in advance so that nothing will dis- 
tract him just before he goes on. “He 
has enough on his mind as it is,” Mr. 
Nixon says. 

Altogether, “Television will improve 
the quality of our candidates,” the 
Vice President believes. 


Ideas 
that mean 
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Looks like EVERYBOD DY watches... 
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“For the past three months 
OZARK JUBILEE has led 

all other programs in 
viewers per set with a 
decisive 3.40. (ARB, May, 
June, July 1955). No 
other program in tele- 
vision attracts a more 
even percentage of mea, 
(31%), women, (38%), 
children, (31%), than 
the OZARK JUBILEE! 


Starring 


RED FOLEY { 


with other top country-music artists 


Pn 


~~ anes 


Orzazx JUBILEE, with it’s informal format, is a relaxing kind of program . . . 


enjoyable to look at . . . easy to listen to. That's the secret of its phenomenal success. 
Headed by Red Foley, a star who has stayed at the top in his field for over 
14 years . . . augmented by a versatile regular cast and visited weekly by some 


of the biggest names in the business . . . the OZARK JUBILEE presents a per- 

fect balance of country music, comedy and variety that increasing millions 

of people watch and enjoy each Saturday night. 

There’s no getting around it, the OZARK JUBILEE has “caught on”. . . not 
only in smaller towns and rural areas where you would expect it . . . but in 
cities, too. Tulsa, for instance, with a recent local ARB rating of 26.0; Minne- 
apolis, 13.8; Denver, 23.6; Washington, 15.0; Atlanta, 17.2 and Fresno, 22.3. 
Twenty metropolitan areas averaged 19.6. 

Late Nielsen gives Ozark Jubilee 13.6 national rating . . . 23.6 share of audience. 


Ask your ABC-TV Representative for full particulars. 





a Crossroads TV 


production 
SPRINGFIELD, MISSOURI 
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In the picture 


Another recent agency appointment of note is Young & Rubicam’s naming vice presi- 
dent Robert P. Mountain director of its television-radio department. The dynamic alumnus 
of Georgetown University first joined the agency in 1938 as a space buyer. From his initial 
job, he rose through a variety of executive positions to become, most recently, supervisor 
of all General Foods accounts handled by Young & Rubicam — some 20 different product 
groups. Now, as tv-radio director, Bob faces the mountainous job of uniting both adminis- 
trative and programming efforts. The latter, for example, includes 35 network programs - 
plus the spot campaigns of another 22 clients — for television, alone. Mr. Mountain, who 
received his promotion late in August, has been a Young & Rubicam vice president since 
1951. He is married, the father of four children and a resident of Middletown, Conn. 





Executive vice president and executive committee member of Kudner Agency, New 
York, is Charles R. Hook Jr. whose resignation as deputy postmaster general was 
announced by President Eisenhower early last month. Hook, 41, is the son of the current 
board chairman of Armco Steel, a Yale graduate (class of 37) and first went to Washington 
in 1946 to assist in War Dept. personnel reorganization. He also was an industry member 
of the War Labor Board, adviser to the War Manpower Commission. Since then, he’s found 
time to study labor-management relations in Bolivian tin mines for the U.S. Dept. of State, 
to co-author Management at the Bargaining Table and to serve with the National Industrial 
Conference Board. Currently, he sits on the personnel advisory council of the American 
Management Assn., as well. His wife is the former Louise Morgan of New York. 





President of the Whitebrook Co., Inc., general advertising agency, for the past year 
and a half, Lloyd C. Whitebrook has now joined Kastor, Farrell, Chesley & Clifford as 
vice president, director and executive committee member. Before starting his own agency, 
Whitebrook was vice president in charge of service for the Joseph Katz Co. and, before that, 
at Ben Sackheim, Inc., also as vice president, for nine years. At Katz, he was account execu- 
tive on the Democratic presidential campaign for Stevenson in 1952; in 1953, he handled 
the successful campaign of New Jersey’s Gov. Robert Meyner and, last year, that of New 
York’s Gov. Averell Harriman. Educated at Woodmere Academy, Townsend Harris Hall 
and Columbia, 36-year-old Mr. Whitebrook has taught advertising procedure at City College 
of New York. During the war, he won the Bronze Star as an Army Signal Corps Captain. 





Young (35) and friendly Jacob A. Evans is adding a new laurel to the woods-full 
he already has by joining McCann-Erickson as account executive for Bulova Watch. Jake 
is a Southerner from Birmingham, but got his broadcasting start with wJRr Detroit while 
at the University of Michigan. Then, the army. After the war, he joined Kstt Davenport, 
soon became sales manager. Then he moved to New York, joined NBC in 1946 and went 
up the list in advertising and promotion, ending as director of both for both tv and radio. 
Since November he’s been vice president and advertising manager for Sponsor magazine. 
Mr. E., who hold an M.A. in composition, plays the French horn, produced wartime musi- 
cals in the Marianas, has directed choral groups. He’s also an author (Selling and Promoting 
Radio and Tv), a teacher (at Columbia), a camera bug and a father (of four). 





Formerly the executive vice president of Franklin Bruck Advertising Corp., Mort 
Heineman now does his work at the chief executive’s desk. Starting as a mail clerk at the 
old Hamff-Metzger Co., Mr. Heineman has devoted his entire business career exclusively to 
the advertising agency business. In 1928, he formed a small agency with M. J. Kleinfeld, and, 
five years later, they merged with Franklin Bruck. Mr. Kleinfeld is secretary-treasurer of 
the corporation while Mr. Heineman, who has taken charge of its creative staff, has served 
as executive v.p. since 1938. The new president took time off during the war, however, to 
cover the Middle East for the Office of War Information and the Psychological Warfare 
Branch. Mr. Heineman is 48, married, has four children and lives in Purchase, N. Y., where, 
among other civic activities, he’s now a candidate for the town board. 
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In the picture 


Robert L. Stone has had a series of rapid promotions since he joined ABC as a tele- 
vision sales account executive early in 1952. By November of the same year, he had become 
business manager for the ABC-TV sales dept. He was assigned to the matching job in the 
ABC television services dept. in March, 1953, and became the department’s director in 
February of last year. Now he’s been put in a network-top post as general manager of its 
key station, waBc-Tv New York. Prior to joining ABC, Mr. Stone had served as a staff asso- 
ciate with Creasap, McCormick & Paget, management engineers, since 1946. Earlier, he had 
studied at Williams College and served as a Lieutenant in the U.S. Air Force from 1942-46, 
completing 40 missions in the Pacific Theatre. Mr. Stone, who assumed his new duties 
immediately, is married and lives with his wife and their two children in New York. 





One of the pioneer sports announcers of the southwest, Charles B. Jordan, is manager 
of Ft. Worth’s newest station, KFJz-tv, which opened Sept. 11. Charlie, who’s been in the 
business 27 years, has broadcast more than 350 high school and college games — plus 
basketball, baseball, hockey and what have you. His first play-by-play description was of the 
1929 Texas-Oklahoma tilt at Dallas’ Fair Park Stadium, predecessor of today’s Cotton Bowl, 
and he subsequently became one of the regulars in the Humble Oil football broadcasts of 
conference games. Mr. Jordan, who dates his years in broadcasting back to 1928, was man- 
ager of wr Dallas for ten years before, in 1948, he joined the Texas State Network, owners 
of 20 radio stations. As vice president of the network, Mr. Jordan is pleased to concentrate 
now on its WFJZ-TV. He is married and the father of three children. 





Following its pattern at other stations, Storer Broadcasting has 
separated its Atlanta tv and am properties, WAGA-TV and WAGA. 
Glenn Jackson (r), elected a vice president, heads up tv as man- 
aging director, while Jack Collins is v.p. in charge of sales for 
waca-Tv. Mr. Jackson joined Storer’s wspp Toledo in 1940, went 
up the ladder fast. He was managing director of WMMN Fairmont, 
W. Va. from 1951 until he moved to Atlanta three years ago. Mr. 
Collins put in at waca in 1950, after advertising briefing on the 
Georgian-American, The Atlanta Constitution, plus two years at 
Cornelia, Ga.’s, WCON. 





When Pittsburgh’s new station, wc, opens on channel 11, its general manager will be 
Robert A. Mortensen, a 22-year veteran of broadcasting. He joins wic after 19 years 
with N. W. Ayer where, as sports director in New York and most recently as service repre- 
sentative in Philadelphia on the Atlantic Refining account, he handled extensive tv-am pro- 
gramming. To wit: Atlantic’s sports coverage of major league baseball and pro football. 
A native of Battle Creek and a 32 graduate of the University of Michigan, Bob got his start 
in broadcasting with WHK Cleveland as merchandising man, then continuity writer. (Another 
staffer there was Carolyn Post, who later became Mrs. Mortensen.) He next joined the 
Detroit staff of Ayer as commercial copy writer, became assistant producer of The Ford 
Sunday Evening Show before he moved in 1940 to Ayer’s New York radio department. 





The board of directors for Boston’s Hoag & Provandie, Inc. has named Paul H. Pro- 
vandie their new president. Mr. Provandie has been with the agency since 1947 when, 
with the late J. Paul Hoag, he co-founded it. Earlier, he had served with Badger & Brown- 
ing, Boston, for ten years and, before that, got his professional start in the ad department, 
Procter & Gamble. A Colgate graduate (class of 31), Mr. Provandie was a Navy Lieutenant 
during the war, serving as a boat group commander in the Pacific, and seems to remain 
nautical today, with fishing as his hobby. An immediate past president of the Advertising 
Club of Boston, the new president currently is also president of the Broadcasting Execu- 
tives Club of Boston, governor of his district for the Advertising Federation of America and 
board member of the Red Cross. He and Mrs. Provandie have four children. 
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Sign Your Name Atop 
Texas Tallest Structure 


A goofy idea? Sure, but the roster of WFAA-TV's exclusive 
Texas Topper Club is already a whopper, and thousands 
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a more will sign up during the Texas State Fair (largest in the 
P/ world, naturally). 
a 
at The Result: A Lasting Bond Between The Station And Its 
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Anti-smear campaign: One of our 
office operatives bustling in a Madison 
Avenue crowd one lunchtime over- 
heard the following: “That $64,000 
Question is the greatest advertising 
force in television history. In just a 
short time it’s practically made the 
name Hazel Bishop a household word.” 

* * oo 

In New Jersey, a housewife filed suit 
for divorce, charging her husband 
with “extreme cruelty.” She accused 
him of beating and punching her dur- 
ing 12 of their 13 years of married 
blight. And, too, he forced her to 
watch psychological television plays 
against her will. They once visited a 
psychiatrist at her husband’s sugges- 
tion, she said, and were told they both 
needed treatment. 

*% * con 

Picture of a man talking to himself: 
A sportscaster in Tennessee interrupt- 
ed his wrestling broadcast to announce 
that police wanted the owner to move 
a car parked illegally outside the arena. 
He started to read aloud a description 
of the violating vehicle but stopped 
short when he recognized it as his own. 

* * * 

A supermarket in California was 
broken into recently and among the 
missing items were: 60 cartons of 
cigarettes, 10 cases of whiskey, 10 
cases of wine and beer, 8 cases of 
coffee, 15 of canned goods, plus plenty 
of frozen foods, bread and packaged 
goods — and a color tv set. 

Here’s one color set owner ready 
for neighbors. 

os we * 
- Fellow down in Dallas reported to 
police that his 21-inch tv set was stolen. 
“You won't have any trouble identify- 
ing the set,” he said. “A big stinging 
scorpion has crawled up between the 
picture tube and the front glass. He 
just stayed there. I never bothered 
him, and he never bothered me.” 

* x * 

Horse scents: On the phone the 
other forenoon we got some inside in- 
formation on why the CBS Television 
series, My Friend Flicka, the story of 
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THE LIGHTER SIDE f n Ca mera 


a horse, was cancelled. It seems that 
a dog food maker was set to buy the 
show until someone in the client’s 
stable hinted that in many quarters it 
might be considered rather indelicate 
for a dog food company to be sponsor- 
ing a horse show. Sort of like carrying 
New Castle to the coals. We accepted 
this explanation as gospel until an an- 
nouncement came from CBS advising 
that the Flicka replacement would be 
The Adventures of Champion, starring 
Champion, “The Wonder Horse.” 


= Wek G 


Wit, 
NY 


\) 


We've always known that tv would 
survive the blast of critics and the 
fallout of pseudo-intellectuals. But we 
never realized until now it would also 
withstand the force of an actual atomic 
bomb. Raymond E. Williamson of the 
General Electric Co. reports that dur- 
ing the atomic test in Yucca Flats last 
May, a tv set was placed in a brick 
house about 4,700 feet from ground 
zero. Although the set was upset and 
the cabinet damaged, it operated with- 


out servicing. 
ee of *% 


Baby talk: At the press lunch NBC 
gave to announce its new show fea- 
turing the author of the child care 
bible, Dr. Benjamin Spock, network 
president Pat Weaver confessed one of 
his sales executives suggested he call 
the Doctor’s program a Spocktacular. 

x * 

Soviet block: Television was used as 
part of the U. S. government exhibi- 
tion at an international fair held last 
month in Karachi, Pakistan. This was 
the first tv shown in that part of the 





world. The shows were telecast from 
an air-conditioned studio over 30 sets 
placed throughout the fairgrounds and 
more than 50,000 persons, in all, took 
them in. It was reported that Soviet 
representatives were much annoyed 
every time the American attraction 
went on because the Russian display 
of vehicles was blocked off by the backs 
of several hundred tv fans. 
* 7 a 

What’s in a name? Woodrow Wilson 
is associate business manager of Bob 
Clampett Productions in Hollywood. . . 
At Kettel-Carter, stations reps in Bos- 
ton, there’s an account executive 
named Gilbert N. Sullivan. . . And 
Armour & Co. has a vice president 
aptly named for bringing home the 
bacon. He is Victor Conquest. 

* * 7 

We know a p. r. man who's never 
seen a baseball game, live or tv, doesn’t 
ever intend to, can’t understand the 
sport and, in fact, hates it. Yet, this 
past season he never failed to make a 
contribution to the daily office hud- 
dles on yesterday’s games and, what’s 
more, has come to be considered by 
his colleagues as somewhat of a dia- 
mond expert. His method was as sim- 
ple as it was uncanny. Every morning 
he greeted his apartment elevator man 
with, “Well, what did you think of the 
game?” During the 16-floor descent 
there followed a resume of the most 
exciting and/or important fracas of 
the day-or-night before, plus, of course, 
pearls of second guessing. The p. r. 
man then asked the same question, in 
turn, of his apartment doorman, the 
cab driver taking him to toil and any 
of the elevator operators at his office 
building. None of these ever failed to 
add to the facts their own irrovocable 
judgments which our friend appropri- 
ated, naturally . 

Our friend, however, now that the 
baseball season is over, lives in dread 
of next year. He’s afraid that success, 
after all, might be a double-edged 
sword. What if somebody gets the no- 
tion that next season he should be 
manager of the company softball team! 
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